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“My salesmen always 
thanks to ournew CATALOGER”... by Remington Rand 


And they make more sales too, be- 
cause... 


@ material is well organized thru effi- 
cient indexing 
latest data is always there and in 
the right sequence — due to ease of 
insertion 
flat reference speeds finding and 
saves valuable margin space 
light weight and unusual compact- 
ness encourages constant use 
distinctive appearance 
company’s prestige 
Additional outstanding features. of 
Remington Rand CarTa.ocer. It may be 
had in 3-post style to fit ring binder 
punching, or with 4 posts to meet auto- 
motive, electrical, hardware specifica- 


enhances 


tions. It expands 65% from minimum 
capacities without any post adjustment. 
A wide range of binding materials are 
available in either stiff or flexible 
covers. The exclusive “Rem-Bossep* 
Process” will personalize your cover 
design with beautiful clear reproduc- 
tions of your company name and trade- 
mark. 

Get full particulars today — your free 
copy of “Binders That Build Business.” 
Write Remington Rand, Room 2256, 
315 Fourth Avenue, New York 10 — 
just ask for LL234. 


Trademark 


Remington. Frand 


DIVISION OF SPERRY RAND CORPORATION 


carry the latest information 


The Hagan Corporation says: “Two of 
the features we like best are: the binder 
can be opened to any page and it lies 
flat and remains open... also, the ease 
with which sheets may be removed of 
inserted.” 
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lou can get 
it all from 


Fape: 
apermakers 


lo America 


With experienced papermakers, modern mill Correspondence and Office Papers 


facilities, and vast woodlands, Mead is in an ex- 


Letterpress Papers 


ceptional position to make and market a wide 


range of grades. Here is a list of products, each Offset Papers 
of which successfully meets three Mead require- Indexes and Bristols 


ments: it is the best of its class; it fills a real 


Cover Papers 
Specialties 


customer need; and it provides ever greater 


value through improved quality. 


Label Papers 


aAKKKKKKEK 


Business and Accounting Forms Papers 


THE MEAD CORPORATION 


Dayton, Ohio 


10 ner ¢ | Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
} f . New York + Chicago + Boston + Philadelphia - Atlanta 
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Win HEADS 
TOGETHER... 


p oe ~ “Fe —— WILLIAM 
FRANK c ; ‘ ee > 


A. . MILANESE 
SPORTELLI S 


JOSEPH 
AN ’ mameet 
JAMES 
cents The FIVE PARTNERS 
...who manage...and operate 
INTERNATIONAL COLOR GRAVURE and 
SUPERTONE have been pooling their wide 
oii oe , ” | practical experience and technical knowledge 
- i, since they organized their companies in 1945. 
LEUSCHNER 


Each of the five owners has devoted himself actively in 
rendering the reliable service needed for reproduction in 
monotone gravure and in preparing color positives... Each is 
still imbued with the spirit and will to build-up and maintain an 
unmatched reputation...Each knows how to keep production 
smooth and satisfaction high among clients. 


All this has led to the development of pleasant dealings with 
many of America’s leading advertising agencies. And the PM’s at 
these agencies know how the specialized service in rotogravure 
preparation offered by INTERNATIONAL and SUPERTONE 

helps them carry the burden of their responsibilities. 


Pip tray 


ROTOGRAVURE ENGRAVERS 


la, he ‘ SPECIALIZING IN COLOR ae 
39 West 60th St. KL a 

NEW YORK 23, N.Y. WC. s 

Phone: Circle 5-8750 e 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 q 


said: “ Gok eae 
Beds cha. 2) reae ee 


a ee a 480 Lexington i . 
SUPERTONE, INC. \« york 17, N¥. 
Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Just Celuein Us 


“Tailoring” the Ad Is Worth Its Cost 


Advertising production costs have gone up, as everybody knows. So have 
media rates and all other expenses involved in advertising and doing business 
generally. One result of this situation is a tendency to try to reduce ad- 


vertising production costs by having fewer ads, and making them work over a 
wider area. 


For example, industrial advertisers formerly tended to write special 
copy for all of the markets to which their sales messages were directed. This 
produced higher readership, because each ad then talked the language of the 
reader, and dealt specifically with his problems. Now the tendency is to try 
to write an ad so broad in terms that it can be run in specialized as well as 
general media, thus cutting considerably the costs of production, all the way 
from copy and art to typography and plates. 


My own feeling is that this is a shortsighted way to save money, if 


the assumption that specialized copy is more effective is correct, as I be- 
lieve it is. 


I had another view of this question recently when I attended an adver- 
tising forum in the construction industry. Distributors of construction equip- 
ment made it very clear to their manufacturers that they wanted the advertising 
material supplied to them tailored to their special area, dealing with local 
jobs and terrain, and talking the local language of contractors to whom the 
distributors sold. They didn't like factory copy which was so generalized in 
terms of product application that it did not hit home with local buyers, in 
the opinion of the dealers. 


Retailers who use factory copy either at their own expense or ona 
cooperative basis should be consulted to see if a higher degree of specializa- 
tion and localization wouldn't increase their interest. If so, increased pro- 
duction costs to achieve the right degree of specialization would represent a 
very good investment in terms of greater impact and sales results. 


SRB /1 


G. D. Crain Jr. 
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You'll be amazed 

HOW MUCH ADVERTISING 
a few cents extra buys 

on Thilco packaging papers 


Immediate product identification, more pres- 
tige, more customer appeal — all this pow- 
erful “salesmanship” is yours with Thilco 
DECORATED protective packaging papers. 
You get the lowest cost advertising space 
money can buy — in addition to complete 
functional protection. 


VARIOUS GRADES TO FIT YOUR NEEDS — Thilco's 
wide range of protective papers, in mumerous spe- 
cialty grades and treatments, provide unmatched 
waterproof protection, prevention of moisture-vapor 
transmission — grease and oil penetration — or, 
just general decorative packaging. Thilco papers 
are especially adapted to automatic machine wrap- 
ping, bundling, hand wrapping, box coverings and 
bag manufacture. 


INCREASE YOUR SALES — Ler Thilco PRINT- 
DECORATED protective papers add selling power 
to your products. Give us complete details on your 
packaging problem; we'll send samples and money- 
Saving suggestions similar to your needs — at no 
cost to you, of course 


Thilco FUNCTIONAL papers: 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bogs 


Write for free Sample Kit. 


| THILMANY PULP & PAPER COMPANY 


KAUKAUNA - WISCONSIN 2 
NEW YORK » CHICAGO + DETROIT + MINNEAPOLIS + CINCINNATI 
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How to Do Market Research for Nothing .............. 


When Binney & Smith wanted market information on 
their Crayola crayons,.they went directly to their cus- 
tomers, using questionnaires in free literature. ALAN HOLT 


Meet Bert and Harry, Piels’ Star Salesmen ............ 


Here’s how consistent characterization has made these 
animated brothers familiar figures on New York’s televi- 
sion screens, and in other media, too. Tep SANCHAGRIN 


What’s New in ROP Color 


A round-up of practical experience gathered at the First 
Annual R.O.P. Color Conference. Maria GRYGIER 


Hoffman-LaRoche Dares to Be Different 


A detailed study of a neat program that received the 
DMAA’s coveted Gold Mail Box Award. 


The Role of Agencies in Direct Mail ...............6-. 


A report from the DMAA Convention, emphasizing the 
increasing importance of agencies in this important medi- 
um. Dick Hopcson 


Direct Mail Campaign Ups Car Sales ...............2.. 


A sports car dealer breaks the rules and proves that direct 
mail can reach a special market at low cost. 


GeorceE L. GRIFFIN 


How to Operate a Premium Department .............. 


An exclusive AR report on the operations of an unnamed, 
but well-known, food company, which spends more than 
$2,500,000 a year on premiums. GEORGE MEREDITH 


Report from the Premium Conference ................ 


®Results of a Brainstorming Session. CHarRLEs H. CLARK 
@Premium Use Growing. Gorpon C. Bowen 
@Premiums Sell Products for Motorola. Daviw H. KutTNEer 


ey Ge I eee GRD ccc ec cree eeeeecreess 


The inside story of an unusual business publication ad, 
which attached actual samples to the bound copies of the 


publication. R. A. HELMERS 


The Art of Communication — Part Ill 


Should production be done internally or by outside spe- 
cialists? Here’s an expert’s guide to this controversial 
question and some practical guides to action. 


Ricuarp A. NAUMANN 


Layout Serves Management ............2eeeeeeeees 


How the American Management Assn. appeals to varied 


audiences with a varied program, using taste and imagi- 
nation consistently. 
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Requirements 


CONTENTS | For WEATHER. WEAR 


Paint Enamels used ae —> 
GRACE specifications for weather 
Volume 4 . Number 12 resistance. They are pre-tested 
for quality control. This elimi- 
nates all guesswork and assures 
longer service life. 


Operation Color | COOK'S 
The day-by-day story of how a new technique of color || PAINTS 
separation produced material for a sales meeting in 13 | j . 
working days. GLENN ADAIR HOME LUMBER COMPANY 


ee . 
Plastic Paper Solves a Tough Problem SILK SCREEN PROCESSED 


. 4 Our special method of applying colors to a 
Food Machinery & Chemical Corp. had to produce a serv- faithful reproduction of the product or de- 


: : : sign, is fast, accurate and artistic. They 
ice manual which would resist water, grease and other have eye—and buy—appeal. Over 35 years of 
threats to ordinary paper; they turned to plastics. Know-How backs every sign produced by 


GRACE. 
MARGARET REYNOLDS 


TELL aud SELL 
DAY or @)iicisnl 
The role of color in packaging, with a useful checklist of 


objectives in the design and color of your next package. 
FABER BIRREN Hi lh Wa 
Tips for Sign Buyers ns hen esos Fes) SIGNS 


The high points of a three-day clinic on the latest de- 
velopments in plastic signs. 


Getting the Most out of Color 


POINT-OF- 
Mobile Displays Pay Big Dividends Voruie ll 


Why Texboro, a manufacturer of wooden kitchens, put Bewicnicuice ROADSIDE 
their display booth in a trailer to cover the fair circuit. 


Martin D. SIEGEL 


Be Careful — It’s in Color! 


A guide to the quirks and peculiarities of color television, 
showing you what to watch out for when you first dabble 
in this rewarding but unpredictable medium. PLAIN OR 


Howarp W. Rapport REFLECTORIZED 


Store Display and Ad Campaign Work Together 


How White King D got supermarkets to devote enough aoieein thie turer ra a aan 
space to a premium campaign. GeorcE Kraus VIMLUY I iF YOU 
WISH 


You may, at time 
desire a specially de- 
signed sign. Just let 
us know We will 


ake up < color 
Departments oe for cunmaal 
. ~ There are no obliga 
Art & Photography... 30 tions. What are your 
de as R s 
Audio & Visual Aids... 57 wgeter Pomenes — 
Direct Advertising... 36 Advertisers’ Index. ..104 
Layout & Typography... 62 Books for Admen... 20 
Packaging & Labeling... 81 Buyers’ Guide. ..102 SEND FOR CATALOG 


Pager... 0 Coming Conventions... 21 IN FULL COLOR 
Photoengraving & Platemaking... 29 Competitions for You to Enter... 21 
Premiums, Prizes & Specialties... 45 The Editor’s Notebook... 6 
Printing & Binding... 51 How I Solved It... 17 
Radio & TV Production... 95 Just Between Us... 3 MFG. CO. 
Shows & Exhibits... 91 Promotion Almanac... 16 
Signs & Identification Materials... 87 Readers Write... 12 960) So. 2nd St. 3t. Louis 18, Me. 


Window & Store Displays... 97 AR Reprints... 16 , far masa Citalie devin 800, gue 108 
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Attention ad managers, 
agency men, public relations 
men... Zepp offers quality 
glossy photos in quantity to 
fit your budget. 


f 100...$ 5.00 
f@aey 500... 17.00 
Post 1000.. 25.50 

5000.. 110.00 


(add $1.00 for copy negative) 


50....$ 4.00 
100... 6.50 
300... 25.00 
1000.. 40.00 
5000.. 190.00 


(add $1.00 for copy negative) 


50....$ 5.00 
100... 8.50 
500... 38.00 
1000.. 70.00 
5000.. 340.00 


(add $1.25 for copy negative) 


Zepp has the newest, most mod- 
ern equipment; can assure fast, 
accurate reproduction. 


For prompt service and first qual- 
ity quantity photos. . . contact: 


ZEPP 


PHOTO SERVICE 


3042 GREENMOUNT AVE 
BALTIMORE 18, MD. 
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The Editors 


BANDWAGON THEME .. . 


Direct Mail Experts 
Call for Increased 
Research Activity 


You hear a lot of talk these days 
about the need for some organized 
research in the direct mail field. 
Lots of the industry’s top experts 
are waging an all-out campaign to 
get such a project going on a major 
basis. 

This may seem a little surprising 
to some for, in one way at least, 
direct mail is probably the most 
thoroughly “researched” of all 
media. Probably almost everyone 
who has made two or more mailings 
has made comparisons of one 
against another. 

Out of such testing has come a 
variety of conflicting “rules” about 
the relative “pulling power” of such 
things as different colors of letter- 
heads, envelopes and reply cards; 
styles of copy; number of enclo- 
sures, etc. Unfortunately, most of 
this research applies primarily to 
mail order advertising — where a 
specific reply of one kind or an- 
other spells success or failure for 
the campaign. 

And when you add all of the 
results together, you frequently 
come up with only the answer that 
the “best” approach depends en- 
tirely upon the total of all of the 
circumstances involved and_ that 
there are no pat rules. What works 
best under one set of circumstances 
frequently is a dismal failure under 
others. 


> But the research for which you 
hear the many-voiced call today is 


Display typefaces in this issue . . 
25 — Clip-book Nos. 16, 


of a different nature. With direct 
mail expenditures spiraling beyond 
the billion-and-a-half dollar mark, 
advertisers are asking for answers 
that go far beyond how many or- 
ders for foot warmers you can get 
with a three-piece mailing consist- 
ing of a purple-on-pink letter, an 
orange envelope and a magenta re- 
ply card. 

First of all, the need is for some 
detailed and authoritative reader- 
ship a la Starch, Readex, Schwerin, 
Gallup & Robinson, et al — reader- 
ship reports on direct mail as differ- 
ing from mail order advertising. 
There also is a call for some kind of 
audit of mailing lists. 

From what little research of this 
nature which has been conducted, 
there is evidence that the findings 
might be pretty amazing to even the 
direct mail experts. At the recent 
DMAA convention in New York, 
Harry Deines of J. Walter Thomp- 
son reported on some of the results 
which his agency has obtained in a 
number of direct mail studies con- 
ducted during the past six years. 

JWT wanted some facts about di- 
rect mail employed to generate 
favorable opinion on the part of 
prospective purchasers — adver- 
tising used to move people into ac- 
tion along a certain route toward 
the point where a sale can be made. 
The agency wanted to know if di- 
rect mail was read, could be re- 
called, if it created a rememberable 
selling impact; if it was favorably 
received or resented; if it did its job 
at a cost per impression comparable 
with other media. 


> What did they find out? Here’s 
part of Mr. Deines’ report: 
“I think you might be interested 


. Page 23 — Studio & Tempo Heavy Condensed; 
13 & 10; 29 — Hand lettered & Bodoni Campanile; 


36 — Cello lettering No. 166 C & L; 39 — Craw Clarendon; 45 — Kaufman Bold 
& Craw Clarendon; 51 — Dom Casual; 57 — Brody & Tempo Black Extended; 


62 — Clip-book No. 3 & Garamond Bold Italic; 71 


Campanile; 81 — Cello lettering No. 


— Lydian; 77 — Bodoni 


185 & Venus Extra Bold Extended; 87 — 


Brody; 91 — Tempo Heavy Condensed Italic; 95 —- Tempo Bold & Rondo; 97 — 


Bodoni Campanile. 





Made with MAGNESIUM for better reproduction 


THIS NEW DOW ROLLING MILL is now producing magnesium photoengraving sheet in large quantity 


PRODUCTION ROLLING FOR MAGNESIUM PLATES! 


Economy, light weight and reproduction quality— 


big reasons why this superior photoengraving metal is fast 


gaining popularity with engravers and printers alike 


Engravers like it. So do printers. That’s why magnesium—a 
relatively new engraving metal—is now used for 25 to 
30% of all photoengraving plates! 


Economy, light weight and quality of reproduction have 
already been named as reasons for this extremely rapid 
growth. But there are several other reasons: Etchability 
and machinability are faster and easier with magnesium. 
Good dimensional stability ensures register. Then there’s 
outstanding wearability—for direct printing, as well as 
molding of stereotype mats and electrotypes. 


Getting back to light weight, magnesium is four times lighter 
than zinc .. . five times lighter than copper! Naturally, it’s 


much easier to handle. 


Consider the many benefits of magnesium photoengraving 
plate—for all concerned. Then consider its moderate price 
and ready availability. Chances are good you'll want to 
investigate this superior engraving metal for your own 
operation. Contact your local supplier of engraving metals 
or THE DOW CHEMICAL COMPANY, Magnesium Sales Depart- 


ment MA-383DD-1, Midland, Michigan. 


you can depend on DOW MAGNESIUM 


. » « for more details circle 375, page 104 


December 1956 + 





matt 


On guard 24 

hours a day, to 

protect your 

sales promotion 
. Eureka 


Safety Paper 


Corio! 


Constantly 
watching the 
trend of your 
business . 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


AAA 
oC 


FA 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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in a few examples of the results of 
our research. Let’s look first at re- 
call. 

“The studies from which these re- 
call figures are taken were made 
two weeks after the mailing piece 
was received. 


1. On a series of automotive mail- 
ings, we find the recall of the indi- 
vidual pieces running from a low of 
45% to a high of 70%. And we 
found a remarkable ability to recall 
the dealer whose name was im- 
printed on these mailings. Among 
those who had recalled the mailing, 
recall of dealer name ran from 58% 
to 70% 


2. In the case of a postcard mailing 
used for an oil company, we found 
an 81% recall on a single piece 
and a 67% recall of the dealer 
name. 


3. In an association mailing, we 
found a recall of 67% . with 20% 
having read thoroughly and 70°, 
having read some. 


4. In a paint mailing, we found a 
34% recall of the piece. 


5S. In a kitchen equipment mailing, 
we found a 66% recall of the piece 
and a 40% recall of the dealer 
name. 


“Remember that all of these fig- 
ures are derived from studies made 
two weeks after the mailing was re- 
ceived in the home. We think this is 
a real tribute to direct mail effec- 
tiveness. 

“We also found that people keep 
direct mail advertising around the 
home for quite a while — contrary 
to the popular impression that most 
advertising mail hits the waste bas- 
ket immediately. For example, in a 
recent mailing, we found that two 
weeks after it was received 38°. of 
the receivers still had the mailing 
piece in the home when interview- 
ers called. 

“Naturally, the retention of direct 
mail in the home varies based on 
the value of the information in the 
piece. The usefulness of the infor- 
mation contained is the best sales- 
man for the retention of your ad- 
vertising. 

“We were interested in finding 
out differences in recall of direct 
mail by women as compared to 
men. We found that women do in- 
deed read direct mail and that their 
readership is influenced to some ex- 
tent by the kind of product adver- 
tised. For example, in a mailing on 
kitchen equipment, the piece was 
recalled by 27% of the men, but by 
47% of the women. In the case of an 
automobile, we found the advertis- 


ing recalled by 60°% of the men and 


65% of the women — certainly an 
indication of the important influ- 
ence women have on automobile 
purchases today. 


> “From our research into direct 
mail, I would generalize to a client 
whose marketing problems war- 
ranted serious consideration of di- 
rect mail about as follows: 


1. Direct mail advertising secures 
remarkably high readership. Since 
a piece of direct mail is an entity 
in itself, it has to be picked up and 
looked at to some extent by some- 
one where it is received. 


2. Direct mail advertising is re- 
called by the recipient for many 
days after the advertisement has 
been received in the home. 


3. Direct mail advertising is often 
retained in the home for consider- 
able periods of time for further 
study and, possibly, for buying ac- 
tion. 


4. Direct mail advertising succeeds 
to a remarkable degree in identify- 
ing the local dealer with the prod- 
uct being advertised. 


5S. Direct mail can be used to reach 
a selective market of the best pros- 
pects for almost any product... 
with the high degree of effective- 
ness you would expect from such 
selectivity. 


6. On a cost per prospect reached, 
direct mail costs appear to compare 
favorably with the costs of reaching 
prospects through other media.” 


> One of the most fascinating stories 
to come out of the advertising spe- 
cialty business in many a year is 
being told by John B. Kingston, 
president of the Kingston Pencil 
Corp., Chattanooga (left, below). 
It’s about his new “Atomic Pencil.” 

It all started when John Kingston 
realized that uranium ore in its raw 
state is completely unfamiliar to 
the average American; yet is a 
household word across the nation. 
This, he reasoned, would make a 


Atomic Give-Away . 


“‘hot’’ pencils for conventioneers 





HAMMERMILL UNLOCKS THE SECRETS OF HARDWOOD 


... exclusive Neutracel pulp makes Hammermill Bond better than ever 


Moaern printing presses and new office equipment have 
created the need for improved paper qualities, best 
obtained from a blend of pulps. To meet this need, the 
fine paper industry has made countless attempts to unlock 
the special papermaking qualities that nature grows in 
northern hardwoods. Now Hammermill has found the key, 
in the exclusive process that produces Neutracel ® pulp. 


Neutracel pulp imparts a clearer, more attractive for- 
mation, a smoother, more velvety surface to Hammermill 
Bond and other Hammermill papers. And, Neutracel 
lends increased visual and printing opacity to minimize 


‘“‘show-through’’, plus greater bulk to make business letters 
more impressive. 


Last year, installation of the Hammermill-invented 
centricleaners gave Hammermill Bond new, outstanding 
cleanliness. Now, with Neutracel, Hammermill takes a 
$6,000,000 step forward to bring you Hammermill papers 
that 1) print better; 2) type better; 3) look better 
Hammermill Paper Company, Erie 6, Pennsylvania. 


...yet mMERM, 
wP"sond ~~ 


with Neutracel's finer fibers, costs no more 





CANARY 


WHITE 


ae 


WHY HAMMERMILL COVER 
GETS READERS INSIDE 


For covers that really beckon to the 
—~ gg reader, choose Hammermill Cover. 
Hammermill Cover now contains 
Neutracel® pulp—an exclusive 
Hammermill development that 
brings the best qualities of hard- 
woods to fine papers. 

Hammermill Cover with Neutracel 
has greater bulk to give it that important “feel” that says 
“QUALITY.” And the more level surface obtained with 
Neutracel gives extra sparkle to illustrations, solids, type— 
whatever you print—letterpress or offset. 

Strong, virgin fibers enable Hammermill Cover to take 
beautiful embossing to make your covers extra glamorous. 
You have your choice of 8 attractive colors and standard 
white shown at left. And there’s a fluorescent bright white 
available at slight extra cost for special effects printing. 


vE ER | 
eRCcO 


Remember, for a cover job, there’s no paper like a good cover paper 


a COVER . 


Manufactured by 


VA linet HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 
mnud 


Bie 


Lithographed on Hammermill Cover, Substance 50, Antique finish 





best-seller of an inexpensive item 


containing an actual sample of 
uranium ore. 


> Striking out on the trail of 
uranium prospectors, the specialty 
manufacturer found four tons of 
uranium ore assayed at 4% and 
available at $4,000 a ton in Op- 
portunity, Wash. The cost appeared 
reasonable since it would provide 
samples for display in a plastic bar- 
rel atop four million pencils. 

Next stop: Oak Ridge and a talk 
with atomic scientists, who immedi- 
ately raised skeptical eyebrows. The 
idea triggered an explosion in the 
quiet halls of the Atomic Energy 
Commission. Kingston’s idea of 
putting a sample of uranium ore in 
every pocket, it seemed, would 
make the company a full-pledged 
partner in the atomic manufactur- 
ing fraternity. Any firm using more 
than 10 pounds of uranium a month 
is under the eye of the AEC. 

Next stop: Washington, D. C. 
and fruitless hours trying to deter- 
mine who had the authority to 
make final decisions. Finally, the 
company president boarded a plane 
with AEC License No. C-3569. 


> But that was only the solution to 
one problem. Next, research men 
tested a sample of the $4,000 ore 
and cautioned that it was too strong 
for home consumption — “It isn’t 
harmful, but if any eager beavers 
decided to eat a gross of the pen- 
cils, the cumulative effects of the 
uranium might cause discomfort!” 

“Anyone eating 144 of our pen- 
cils,” retorted Mr. Kingston, “de- 
serves such a fate.” But he decided 
to change to 2% ore just in case. 
Unfortunately, Opportunity, Wash. 
was fresh out of 2% ore, as were 
sources in New Mexico and Utah. 
Finally some was found in Denver 
at only $400 a ton. 


> Then another snag: Kingston’s 
attorneys found that another firm 
had copyrighted the name, “Atomic 
Pencil,” in 1949. Company president 
Kingston again boarded a plane — 
for Cleveland, the listed address for 
the firm with the copyright. The 
firm had moved to Miami. Back to 
Chattanooga and a call to Miami. 
The firm’s president had moved 
back to Cleveland. Back to Cleve- 
land with an offer to buy the name, 
“Atomic Pencil.” The reply: “I 
won't part with the name, but Ill 
sell you the company.” Kingston 
agreed, but is now stuck with an- 
other pencil company. 

The end result: a new advertising 
specialty which is selling like hot 
cakes the first wide-spread 
peacetime use of “atomic energy.” 


Radio Corporation of America 
Dept. M-286 Building 15-1, Camden, New Jersey 


Please send me the complete story on RCA 400 Senior and 
Junior Sound Film Projectors;| RCA Magnetic Recorder-Projectors. 








---------- 


ee For the ‘hard sell’ of the meeting... 
Our Presentation 


Goes Professional with Film 
and the RCA wr 99 
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An RCA Projector belongs in every meeting, in every plan when 
the purpose is effective selling. It shows your product... 

and shows it off. Crystal-clear, steady pictures reach out and 
capture attention. Natural sound reproduction brings sound tracks 
to life. And a complete amateur gets just such professional results 
with the RCA Projector that’s engineered for operation after 
minutes of instruction. Fast set-up and RCA’s exclusive Quick-Easy 
threading help amy operator roll a show within five minutes. 


Your RCA Audio-Visual Dealer has the specialized knowledge to 
help you make your wisest choice among these long-performing 
Projectors of dependable RCA quality. There’s the single-case 
Junior, the dual-case Senior, the Magnetic Recorder-Projector, 
all lightweight portables. Back of the model you choose stand 
nation-wide authorized service facilities. Look in your Classified 
Directory under ‘Motion Picture Equipment and Supplies”’ for 
the name of your nearest dealer. Or, if you prefer, send the 
coupon above for some helpful RCA Projector brochures and 
your dealer’s name. Get in touch... right away! 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


CAMDEN, N. J. 
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The manufaeturer of **Scotchlite’’ 


1956 HIGHWAY DISPLAY 


fie oe 


FIRST 
PRIZE 


William S. Graves 

Mercury Display 
Advertising 

Glendale 8, California 


FIRST PRIZE 


W. T. Peek 
Atlantic Sign Company, Inc. 
Brunswick, Georgia 


' SECOND PRIZE 


§ Sidney W. Danzis 
Crown Outdoor 
Advertising 
Long Beach, California 


10 MILES TO 


VIKING MOTEL 


WORTH OF JACKSON OW U.S.127 


& 


SECOND PRIZE 


A. P. Cook 
Central Advertising Co. 
Jackson, Michigan 


THIRD PRIZE 


THIRD PRIZE 
W. Pete Doll, The Melweb Company, Inc. Daytona Beach, Florida 


Wm. H. Godwin, Godwin & Son Harlingen, Texas 


HONORABLE 


ar 


Glen H. Collins 

Collins Outdoor 
Advertising, Inc. 

Redwood City, California 


A. P. Cook 
Central Advertising Company 
Jackson, Michigan 


Charles Cram (2 awards) 
Kimball Sign Company 
Salt Lake City, Utah 


H. M. Franklin 
Arkansas Sign & Neon 
Little Rock, Arkansas 


Coupon brings your 


FREE COPY of America’s 


Best Highway Displays! 


Contains pictures and descriptions of 
award-winning highway signs—a 
valuable, idea-producing book that 
will help you create signs that will 
attract more customers, make more 
profit for youl 


December 1956 


David A. Hamilton 
Dave Hamilton Signs 
Waverly, lowa 


H. George Horn 
ColumbiaOutdoor Adv.Co.,Inc. 
Columbia, South Carolina 


R. A. Henson 
Robertson Sign Company 
Springfield, Ohio 


Larry Lairolette 
The Detroit Advertiser 
Detroit, Michigan 





Reflective Sheeting names 


COMPETITION WINNERS 


IW BELOIT 


Pw 


FIRST PRIZE FIRST PRIZE 
George E. Gilbertson 


me a George E. Gilbertson 
Merlin Krupp & Associates - t Merlin Krupp & Associates 
Highway Display, Inc. * Highway Display, Inc. 
Prior Lake, Minnesota “ ’ Prior Lake, Minnesota 


SECOND PRIZE 


Cal Riefer . SECOND PRIZE 
Midwest Outdoor 


: W. T. Peek 
Advertising Company es ws , Atlantic Sign Co., Inc. 
Sioux Falls, South Dakota && em Brunswick, Georgia 


THIRD PRIZE 


THIRD PRIZE 
Dean V. White, White Advertising Company, Inc. Shelby, Indiana 


Dick Epperson, United Advertising, Inc. Denver, Colorado 


MENTION 


. SE 
caer eae Ss 


Art McFair H. D. Parks (2 awards) Harry D. Riley Dan Stuart Carl L. Wilson 

Virgil Moss Signs Midstate Advertising Company Western Outdoor Frank Stuart Empire Outdoor 

Phoenix, Arizona Montgomery, Alabama Advertising Co. Oklahoma City, Oklahoma Advertising Co., Inc 
Omaha, Nebraska vi , 

Alexander J. Ott Cal Riefer E. K. White Rochester, New York 

Better Signs Studios Midwest Outdoor Howard Rose Everett K. White Outdoor 

Allendale, New Jersey Advertising Co. 


United Advertising, Inc. Advertising Company 
Sioux Falls, South Dakota Denver, Colorado Bartlesville, Oklahoma 


REG. U. S. PAT. OFF 


Minnesota Mining & Manufacturing Company 
Highway Display Competition 
LITE BoxAX-126,St. Paul 6, Minnesota 


putea Please send my free copy of 
America’s Best Highway Displays. 
REFLECTIVE SHEETING 
Ana NAME 
£ %, 
SS 2 COMPANY 


The term "Scotchlite” is a registered trademark of Minne- ADDRESS 
sota Mining & Mfg. Co., St. Paul 6, Minnesota. General 

Export: 99 Park Avenue, New York 16, New York. In 

Canada: P.O. Box 757, London, Ontario. 
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Stickin’ 


World’s Champion Idea Producer! 
Everyone knows how KLEEN-STIK 
produces sales-stimulatin’ ideas fo. 
streamers, die-cuts, bumper strips. 
3-D signs, and many other effective 
P.O.P. displays. But—did you know 
that this versatile, self-sticking ad- 
hesive also creates many new and 
nifty product ideas? Look! 


its) h 


c~7 


j 


Clear Sailing for ‘Clear Cover”’ 


Finding an efficient method for at- 
taching and protecting labels on 
file folders, storage shelves and 
bins, books, jars, office and factory 
equipment, etc., has long been a 
problem. Layers of cellophane tape, 
messy glue-like substances painted 
over, and other solutions all proved 
inadequate —so DAVE HARRIS of 
PRESSURE SENSITIVE PROD- 
UCTS CORP., Alhambra, Calif., 
took a hand. From a wide range of 
available materials, he chose 
KLEEN-STIK FLEX-STIK 800 
for his label base—because this 
tough, rubber-impregnated stock is 
extra-flexible, proof against moisture, 
oil, and most acids—and backed 
with famous KLEEN-STIK adhe- 
sive that sticks tight on flat, curved, 
or angular surfaces. Attached to 
this, he engineered a ‘“‘fold-over’”’ 
cover of DuPont’s strong, transpar- 
ent “Mylar” film, coated with 


REMOVE BACKING. 


© 


A 
7X ) 


~~)", ADHERE 
—~ LABEL 


@ Si 


— REMOVE BACKING FROM 
WINDOW 


FOLD WINDOW» ; 
@ In piace [ \) 
OVER LABEL 
KLEEN-STIK on the reverse side. 
The result is ‘‘Clear Cover’’—the 
patented, one-piece protected label 
of 1001 uses in home, office, store, 
and factory. Made up in perforated 
sheets for quick typing or writing, 
this unique label goes on easy as 
1-2-3 with a quick peel-and-press 
... title permanently protected against 
dirt, abrasion, or weather by its 
clear cover. A “‘clear case”’ of a clever 
product! 
Whether your inspiration is for a 
product to sell, or a display to sell 
products, KLEEN-STIK can help 
you make it a reality. See your 
regular printer, lithographer, or 
silk-screener ... or write for our 
free ‘‘Idea-of-the-Month” service 
today! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Everybody and the 
Rainbow 


e It was with great interest I read 
Mr. Dornberg’s article on “Rainbow 
Color Effects from Single Impres- 
sion.” We prepared a cover for 
“Plating Magazine,’ (February, 
1956) utilizing exactly the effect 
described by Mr. Dornberg. 

In place of blending with white, 
we added orange between the red 
and yellow, and green between the 
blue and yellow. Colors were sepa- 
rated in the fountain only, and al- 
lowed to blend on the rollers. We 
used a zinc solid tint plate to print 
from. A single extra wash-up was 
necessary for 9,200 impressions. 

We repeated the effect for a spe- 
cial Water and Waste issue in Au- 
gust, and are forwarding — under 
separate cover — samples of the 
issues described. 

RicHarp E. HuNTLEY 
Westbrook Publishing Co., 
Philadelphia 


e I read your article on “Rainbow 
Color Effects From Single Impres- 
sion” in your October 1956 issue 
with great interest. 

However, Herr Hieber is not 
alone in working with rainbow 
color. Last year we ran two inserts 
for our client, Textile Colors Divi- 
sion of Interchemical Corp., using a 
rainbow background. Printing was 
done by Turck & Reinfeld Inc., of 
New York, who have been working 
with rainbow effects for many 
years. 

All colors are special matches 
from dyed fabrics. Incidentally, the 
“Proved” ad background was 
printed in the rainbow impression, 
the four-color swatches in two im- 
pressions by utilizing a split foun- 
tain, and a separate impression for 
the black plate for a total of four 
times through the press. 

Martin I. WEINBERGER 
Production Manager, Reidl and 
Freede Inc., New York. 


e I was very interested in your 
“Rainbow Color Effects from Single 
Impression”, but we have been us- 
ing the basic process mentioned for 
over ten years. 

Since the process 
back many, 


itself traces 
many years, I am 


amazed that the author of the 
article seemed to know so little 
about it. 

Our own work on this process has 
been the subject of stories in most 
of the leading printing trade papers 
and has won us a number of awards 
in AIGA shows, etc. 

We seem to have pushed far be- 
yond anything Klett seems to have 
done with the process and there- 
fore, we are sending you some ma- 
terial which illustrates our work. 

Georce REINFELD JR. 
Turck & Reinfeld Inc., New 
York 


These letters are just some of the 
many that have poured in since we 
published (October) a report on an 
interesting German development in 
split fountain use. While we recog- 
nize that this German job has had 
many counterparts in the United 
States, we feel that the particular 
techniques described were a bit dif- 
ferent and interesting Editor 


Coliseum Labor Racket? 


e After reading the article, “Amer- 
ica’s Newest Show Place,” in your 
September issue, I find we must 
take violent exception to the au- 
thor’s statement concerning the la- 
bor situation at New York’s Col- 
iseum. 

Our show manager — who has 
been setting up exhibits at indus- 
trial shows for many years — in- 
forms us the labor union “racket” 
there is by far the worst he has 
ever experienced. 

He was not only told what he 
could and could not do with our 
own display material, but was also 
told how much help he had to hire. 
On top of that, the labor hired made 
deliberate attempts to stretch out 
the work, complained that they 
were under-staffed and were so in- 
capable that one Carpenters Union 
member couldn’t even handle an 
ordinary hand drill. 

When the time came for disman- 
tling our display, the Steward 
hinted that something might happen 
to our display material. 

In view, of this and fear of 
“black-listing” for future shows, we 
must ask that you do not use our 
name if you publish this letter. 





The readers 
can’t appreciate 


the saving... 


No doubt about it . . . you can usually 
get some processor to do your gravure 
production at a lower cost than Intaglio. 
But if the positives and plates do not 
deliver full value on the press, the readers 
can t appreciate your production saving. 
Your client, his salesmen and his dealers 
won't be happy about it, either. 

Gravure processing is a matter of time 
—and judgment. Our cameramen, 
developers, printers, etchers, finishers and 
proofers have the judgment developed 
by nineteen years of experience. Nobody 
at Intaglio will skimp the extra few 
minutes or half hour that add up to the 
best possible job. And with preparation 


and space costs what they are today, 
only the best production is good enough 
for gravure. 

As a matter of fact, Intaglio first 
established, and still maintains, the 
reproduction standards of gravure. And 
Intaglio standards still bring us the lion’s 
share of gravure production — in excess 
of 15,000 orders last year! 

More than four hundred experienced 
craftsmen, working three shifts in three 
strategically located shops, ensure quality 
production and the fastest service. 

When you entrust the job to Intaglio, 
you get the best! Our six offices are at 
your service. 


Intaglio Service corporation 


America’s First Gravure Servicers 
305 East 46th St., New York, New York 
1835 Lewis Tower Bldg., Philadelphia 


369 Pine St., San Francisco 
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731 Plymouth Court, Chicago— 
Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit— 
1932 Hyperion Ave., Los Angeles 
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Handle Your Publicity 
Easily, Efficiently 
Tare MCT Me Ls 
Placement! 


6%." x 9%" 
272 pages 
OVER 2000 LISTING CHANGES 


Bacon’s NEW 1957 Checker! Most com 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 


Bacon’s editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 64” x 914" size, 
272 pages. Write for your copy today. 

ean ese es as ee awe ae a ow a ee es ee 
PRICE $15.00 Sent on Approval 
Nome 
Company 
Address 
City State 
Bill: 0 Me (© My Company 


BACON’S CLIPPING BUREAU 
343 So. Dearborn St. Chicago 4, Illinois 
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WANT EMPLOYEES 
ON YOUR TEAM? 


Use slide film 
presentations to tell them 
about the business 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 


VISUAL AIDS FOR: Holding a Meeting 
Lining up a Promotion ~« Selling a 
Product or Idea + Training Dealers or 
Employees + Interpreting Statistics 
480 LEXINGTON AVENUE, N.Y. 17 
MUrray Hill 8-2760 
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However, we would like to know 
our legal position if we tried to re- 
sist this kind of treatment from the 
labor union, and we also wonder if 
this situation might be something 
for the NIAA to investigate? 

(Name withheld by request) 


Liked Art Show Coverage 


© The article on the New York Art 
Directors Show in the August issue 
was beautifully done. 

I particularly liked the treatment 
of combining the pics from the ex- 
hibition with the talks 

Ep WapeE 
Parade, the Sunday Picture 
Magazine New York 


Needs Demonstrators 


@ We were wondering if you would 
be able to supply us with a list of 
firms that specialize in demonstrat- 
ing food products, household neces- 
sities, novelties, etc. 
JACK BODEN 
United Sales Promotions Ltd., 
Montreal, Quebec 


Clipping Pitfalls 


© Your very interesting lead article 
“How Effective Is Your Publicity?” 
by Mr. St. Thomas in the October 
issue made some excellent points, 
but in my opinion neglected to point 


out several pitfalls. 

While laying a ruler on the pub- 
licity clips accumulated for any one 
month to tot up the column inches 
may be a pleasant exercise for a 
secretary, it is my feeling — backed 
by several years of experience — 
that this measuring technique is al- 
most valueless. 

With the exception of a sugges- 
tion that a separate report be made 
covering publicity appearing in 
publications of particular impor- 
tance to the product or company 
publicized, Mr. St. Thomas does not 
attempt to “weight” the value of the 
clips his organization receives. 

All clips seem to be measured 
with a common 12” ruler, regardless 
of the publication in which they ap- 
peared, or the page running the 
item. 

Now, as any practical publicity 
man knows, one spot in a paper 
may be worth many inches over the 
same news appearing in a different 
spot, and a short article in one 
magazine may be worth all the 
publicity you receive in all your 
other news outlets for the entire 
year. 

While a clipping service will 
identify those stories appearing on 
page one of a newspaper, there’s not 
much doubt that a front page piece 


in the Wall Street Journal is usual- 
ly worth more than the same story 
in your local newspaper. Or that a 
1,200-word piece in Readers’ Digest 
can do more for your company than 
12,000 words in the many papers 
scattered over the country. 


> Another flaw in the St. Thomas 
method is the coverage problem. 
One clipping service may approach 
the 50% mark, but even several 
will probably not cover 80% of the 
clippings. 

Also what value does one assign 
to a picture and caption in the col- 
umn-inch method? Just so many 
inches of space? Or is a picture 
worth more than the same space al- 
loted to words? I don’t know the 
answer. But I am positive that a 
picture and caption in Newsweek 
may be infinitely more valuable 
than the same picture and caption 
in the Pottsville Clarion. 

Again getting back to the cover- 
age problem, our own experience 
has proved that our secretary — 
while leafing through the magazines 
received in the advertising depart- 
ment and the company library — 
came up with more clips in a day 
than the service could supply in a 
week. 

You might reconcile this by mul- 
tiplying the number of clips re- 
ceived by some reasonable factor 
— but what factor? Two, five, ten? 
And how do you get management to 
accept this figure? 


>In his last paragraph, Mr. St. 
Thomas said: “Many methods of 
measurement are available, some 
with pitfalls which the publicist 
should be aware of.” 

I heartily agree and think the 
foregoing are several of the points 
which Mr. St. Thomas might have 
covered in his otherwise very effec- 
tive article. 

Puitie Brapy 
Assistant Manager Sales Pro- 
motion, New England Mutual 
Life Insurance Co., Boston. 


ae | 
7 SALARY; 


‘“‘Never mind the presentation . . . Sit 
down and make an old-fashioned 
proposal!’’ 





BLACK BOX| screeniess* translites 


help | ji (0) {il U2 {i} seeume 


PR eae ope xk Sees ae tate “ 


ony tHe KROEHLER RELAXER CHAIR 
GIVES YOU SUCH WONDERFUL COMFORT 


ee ee 


Sales have jumped wherever 
furniture retailers have shown 
these handsome, modern, lighted 
displays. The ‘see powe:” of the 
full-color translite picture enclosed 
in a Kroehler “Vista-Scope”’ is 
intensified by the back-lighting 
that glorifies the colors and 
dramatizes the appeal. It spells 


quality and sells more merchandise. 


Result? .. . Happy dealers, happy 


manufacturer and, of course, 


happy us. 


We'd like you, too, to know why 
screenless Black Box Translites 
are so much better and are still 


% These translites were printed by so competitive in price. A phone 
the Black Box Colloty pe method that : s 
iletk san oediibianie dike call or letter will bring you 
reproductions exactly matching the 
original subject. Printed 
simultaneously on front and back 
so colors will not “fade” when 
display is lighted. 


the complete story. 


For SCREENLESS 
PRINTING at\its Best Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, 
yy  Photo-Gelatin Printers +% 
..-Choose BLACK BOX : ; 


4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati KAlamazoo Minneapolis St. Louis 
Plaza 1-4218 5-6165 ROckwell 9-7789 Olive 2-0202 


Write for Free portfolio of samples 
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The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Adver- 
tising Requirements, 200 East Iilinois S$t., Chicago 11, Ill. On orders for four 


or more reprints we will be happy to bill you——small orders sent only upon 
receipt of payment. 


The 
201 


202 


COUUUEOREEREOEOEROEOCOEREEEOEEDEOEEOUEUEOCEEEOEROEEOEOEREOTROREOEOOEDEAREEOEROROTRODEEROROUEROUROREOROEOCEROROROOT RCRD OROHeOROREOES 


Doe's & Don'ts for Better Press Releases — by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts 
Do's & Don'ts for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
How to Prepare a Modern Annual Report — by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 
How to Use Color Stats — by Ted Sanchagrin 
Here’s how admen are using full-color photostats 
The Growing impertance of Fairs as an Advertising Medium — by James Joseph 
Fairs have become an important advertising medium and a glace for hard selling 
Budgeting for Trade Shows — by Robert R. Moore 
An excellent guide for any adman faced with trade show budgeting problem 
How to Merchandise TV Tie-ins — by Frank Jacobs 
Feather Your Nest’’ tv show makes the most of their tie-ins by active merchandising programs 
Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
How to Promote A Ten-Cent Gadget — by John C. Swift 
The promotion behind White Cap Company's premium item, the Lid Flipper 
How to Merchandise Syndicated TV Shows — by Maurine Christopher 
A list of suggestions for getting the most from TV films 
The Production Manager's Answers for Late Plate Problems — by Ted Sanchegrin 
Summary of House & Home’s contest among production managers 
Exhibit Photos — How to Put Them to Work 
Here’s how a number of exhibitors have put their trade show exhibit photos to work 
Loose-Leaf Binding 
Here's a list of 28 checkpoints on selecting the proper loose-leaf binding 
Chiquita Banana Goes to School — by Clarence W. Moore 
United Fruit Co.'s effective educational program carries the story of bananas to teachers and students 
Abbott Aims at the Consumer — by Bert Enos 
How Abbott Laboratories advertises to consumer without 
Crossroads for Captive Plants 
A specia 


sacrificing its traditional ‘‘ethical’’ approach 


study on the problems of operating internal printing facilities 
Less Than 1c Per impression — by Mildred Weiler 
The story behind an effective business movie produced for the Wabash Railroad 
Merchandising Publicity — by Morris B. Rotman 
Case history of how a publicity program drew extra dividends through effective merchandising 
Six Weeks From Planning to Sales 
How thorough planning licked a deadline problem on a national advertising campaign 
Progress Report on Electronic Engraving — by David Saltman 
The results of extensive research on the practica 
Colercasting — by Sheldon M. Heiman 
Here’s a case history report of a colorcast ‘‘first’’ 
A Contest Isn’t Over When the Winners Are Picked — by Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for Life 
Premiums at General Mills 


use of this new technique 
by a Chicago agency 


contest 


The inside story of one of the country 
Letter Reproduction — by Margaret Reynolds 

A special AR report giv fact: 

Emblems — by Robert M. Marks 
A practical guide t 
Miller Makes a Film — by Benn Ollman 
How Miller Brewing developed it 
How Agencies Work Together — by James Robertson 
The background of a successfu 
Dealer Program Builds Unity For Culligan 
How to get 1,100 independent 


s largest user of premiums 


and figures on the major processes 
o the development of an emblem identification prograr 


5 centenary film, a step-by-step report 


ampaign that required detailed coordination 


dealers t 


following reprints are available at 50¢ each: 


How to Get Better Advertising Photos — by Errol Prince 
AR’s two-part series of down-to-earth articles en gett 
202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on direct ma 
The Use of Tape Recorders in Advertising — by H. Jay Bullen 
Two special articles on 
A System for Controlling Printing 


five 


ng and using advertising photo 


advertising 


one of the most versatile too 


Costs — by Frederic Kammann 


part series tt yut i practical syste aving 10° 


following reprints are available at $1 each: 


Advertising Copyrights — by Robert J. Burton 
Copyright protection for grapt art 1 


How | Solved It 


This 64-paae book 


16 
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MARCH 1957 


March 1-31 


National Home Improvement Month 
sponsored by Nersica Inc., 12 E. 41st St., 
New York. 

Flavorful Cheese Dishes. . sponsored by 
American Dairy Assn., 20 W. Wacker 
Dr., Chicago 6. 

Red Cross Campaign for Members and 


Funds. . sponsored by American Nation- 
al Red Cross, Washington 13, D.C. 


March 3-9 


National Peanut Week. . .sponsored by 
National Peanut Council, Dupont Circle 
Bldg., Washington, D.C. 


Save Your Vision Week. . .sponsored by 


American Optometric Assn., 4030 Chou- 
teau Ave., St. Louis 10. 


March 4 


Presidents’ Day. . sponsored by Presi- 
dents’ Day Natl. Committee, 1816 Tucker 
St., Compton, Calif. 


March 4-9 


National Smile Week. . .sponsored by 
Gibson Art Co., W. Fourth St., Cincin- 
nati. 


March 8 


World Day of Prayer. . .sponsored by 
United Church Women, 175 Fifth Ave.. 
New York 10. 


March 12-19 


Girl Scout Week. . sponsored by Girl 
Scouts of U. S. A., 155 E. 44th St., 
New York at 


March 15-21 
Easter Seal Appeal. . sponsored by Na- 
tional Society for Crippled Children and 
Adults, 11 S. LaSalle St., Chicago 3. 


March 17-23 


Trish Linen Week. . sponsored by the 
Irish Linen Guild, 1270 Avenue of the 
Americas, New York 20. 


National Wildlife Week. . sponsored by 


Natl. Wildlife Federation, 232 
St., N.W., Washington 12, D.C. 


Carroll 


March 17-24 
Camp Fire Girls Birthday Week. . .spon- 


sored by Camp Fire Girls Inc., 16 E. 
18th St., New York 17. 


March 24-29 


National Tobacco Distribution Week. . . 
sponsored by National Assn. of Tobacco 


Distributors, 200 Fifth Ave.. New York 
10. 


March 25-30 


National Television Servicemen’s Week 

sponsored by RCA Tube Division, 
Radio Corp. of America, 415 S. Fifth 
St., Harrison, N. J. 
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For the finest reproduction... 


BRAND 


Komekote 


CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


Number Twenty-Nine in a series of textural studies designed to show 
the quality of reproduction possible with fine materials 





Buy and Specify 


these Papers 


COATED BOOK 
Satin Proof Enamel® 
Refold Enamel 
Falcon Enamel 
Format® Enamel 


Wedgwood® Coated Offset 


Templar® Coated Offset 
Javelin Coated Offset 
All Purpose Litho 


CAST COATED PAPER 


Kromekote® Enamel 
Kromekote® Label 
Kromekote® Litho 
Kromekote® Cover 
(Cast Coated 1 Side ) 
Kromekote® Cover 
(Cast Coated 2 Sides) 
Kromekote® Postcard 
(Cast Coated 1 Side) 
Kromekote® Postcard 
(Cast Coated 2 Sides) 
Kromekote® Box Wrap 


DRUM FINISHED PAPER 
Colorcast® Box Wrap 
Colorcast® Gift Wrap 
Colorcast® Label 


COATED COVER 
Refold Coated Cover 


DULL COATED BOOK 


Cashmere Dull Enamel 


UNCOATED BOOK 


Garamond® Antique 
Garamond® English Finish 
Garamond® Text (W. M.) 
Wedgwood® Offset 
Pasadena Offset 
Chalice® Opaque 


UNCOATED COVER 
Ariel Cover 

Cordwain® Cover 
Chalice® Opaque Cover 


ENVELOPE PAPER 


Chamfico® Colored Wove 
Envelope 

Radiant White Envelope 

Foldur® Kraft Envelope 

Gray Kraft Envelope 

Suntan® Kraft Envelope 

Ne’er Tear Envelope 


COATED POST CARD 


Campaign Postcard 
Chamois Dullcoat Postcard 


BRISTOLS 


Inventory® Index 
Canton® Postcard 


TAG 
Tuf-Tear® Tag 


BOND, MIMEOGRAPH 
Ariel Bond 
Scriptic Mimeograph 


PAPETERIE 


Wedgwood® Papeterie 
Garamond® Papeterie 
(Embossed and Printed) 


PRESSBOARD 


Champion Pressboard 
Imitation Pressboard 


SPECIALS 


Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 

Tablet Papers 
Drawing Papers 

Red Patch Stock 
Stencil Board 

Pattern Board 

End Leaf Paper 


THE CHAMPION PAPER AND FIBRE CO. 


General Office: Hamilton, Ohio 


Mills at HAMILTON, OHIO... CANTON, N. C.... PASADENA, TEXAS 


For full information on how this advertisement was produced, write our Advertising Department, Hamilton, Ohio 





Ot/ 
I SOLVED IT 


Each month we like to pass on to our readers some of the better 
ideas on the problems that face our readers and which our 
readers have solved. For the best idea submitted between the 
publication of our November issue and December 31, 1956, we 
are awarding a portable tv set, in addition to our regular $10 per 
item published. See page 18 of this issue for the complete details. 


Rubber Cement Helps Artist 
With Dry Paint Problem 


It wasn’t a big problem, but it was 
annoying to find our seldom-used 
poster paint dry and hard every time 
we needed it. 

However, we recently found a so- 
lution to the problem in rubber 
cement. 

By simply pouring a thin film of it 
over the top of the paint in each 
bottle, we’ve found the paint stays 
pliable and can be left in the jars 
for weeks. 

The cement is easily removed with 
a pencil point or the handle of a 
paint brush. 

A. FERRUZZI 
Artist, Stanley Associates, Bos- 
ton, Mass. 


Finds Quick Quiz Form 
Solves Format Problem 


We were looking for the best 
form for presenting information on 
a new company product to a wide 
range of employes that included top 
management down to file clerks. 

Since the data on the new prod- 
uct were involved and cumbersome, 
so also inclined the reports cover- 
ing them and we feared these long- 
winded reports would get but half- 
read, or “shelved” for a quieter day 
which might never come. 

We overcame this problem by us- 
ing the “Question and Answer” 
method. Every major point we 
wanted to cover was phrased as a 
question, and the answer was given 
on the next line. 

Oddly enough, although we 
covered every question that might 
be asked about the product, this 
form of report covered only two 
sheets of 84x11” paper. 

These were  mimeographed, 
stapled and distributed to the 
proper desks and also included in 
the pay envelopes of each of our 500 
employes in the plant. 

Our quick quiz format for our 
product report covered a compli- 


cated subject simply, clearly, and 
interestingly enough to be read by 
even the busiest of people. 
J. E. HILsHEeR 
Sales Promotion Dept., Amer- 
ican Chain & Cable Co., 
Wilkes-Barre, Pa. 


Artist Advises Honing 
For Better Pen Results 


Although a crow quill pen often 
produces a line too thin to reproduce 
well in the reduction of artwork, I 
have found a way to lick this by hon- 
ing the point of the pen down on a 
sharpening stone. This results in a 
thicker line that will not be lost in 
reduction. 

To do the honing you simply hold 
the pen as you normally would and 
make regular drawing strokes on the 
stone using the same amount of pres- 
sure as you would use in drawing. 

This same procedure is also good 
for breaking in any type of new 
drawing pen even where a thicker 
line is not desired. 

However, if oil is used on the stone, 
the point should be thoroughly wiped 
after the honing as the oil will keep 
the ink from adhering to the pen. 

Lou DEZARLO 
Advertising Art, Long Island, 
N. Y. 


Gets Reverse Type 
Without Photostats 


Needing some reverse type ove! 
a weekend when all the photostat 
shops were closed, I solved my 
problem with regular adhesive- 
backed transparent type. 

I set this type on transparent 
paper and used it as a negative to 
make a number of Velox prints. 
After exposing and developing it as 
if it were a line negative, presto, I 
had my reverse type... and with- 
out waiting for a photostat! 

Geo. E. S. THOMPSON 
Advertising Consultant, 339 
Fifteenth St., Oakland 12, Cal. 


possibility 


of offsetting 


NAZ-DAR 5500's fast-dry surface 
greatly minimizes the possibility of 
colors offsetting from one display 
piece to another. Used directly from 
the container, Naz-Dar 5500 Silk 
Screen Inks dry in seconds to a 
flexible finish which can be easily 
die-cut without chipping. 


Write for two 5500 Color Cards showing 
all 26 colors. Keep one at your desk 
and give the other to your silk screen 
printer. You'll have a perfect color ref- 
erence for all your silk screen display 
jobs 


Specify NAZ-DAR inks for Silk 
Screen Printing Perfection. 


the NAZ-DAR company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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WET PROOFS 
THAT ARE 


GENUINELY 


5 » K Every set of 
plates intended for four 
color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


€. ny VM Gis se J, Yt. 


Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES ct Using twelve 
MEETINGS 35mm or 2” x 2” 

square transparen- 
cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 


DRAWS CONVENTION 
CROWDS... 
PEPS UP POINT 


Write Dept. D 
for illustrated brochure 
and prices 


TEL-A-STORY, INC. 
523 Main Street, Davenport, lowa 
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Win a Portable TV... 


For the Best 
‘How I Solved it’ 


e “How I Sorvep Ir” has always 
been one of AR’s most popular 
features. . .but lately we haven't 
been receiving enough top flight 
ideas to keep up the quality stand- 
ards we want. We're anxious to 
get more and better material for 
this department. . .and we need 
your help. 

We doubt that there is a regu- 
lar AR reader who doesn’t have at 
least one good solution he _ has 
developed for some _  work-a-day 
problem involving advertising pro- 
duction, promotion or merchandis- 
ing — an idea which would benefit 
other readers if they only knew 
about it. Perhaps you’ve come up 
with a good idea for controlling 
printing costs. . .for getting better 
placement of your displays. . .for 
placing publicity releases. . .for 
attracting attention at your trade 
show exhibits. . .for better prod- 
uct identification on your packages 
. . .for producing a more effective 
radio or tv show. . .ete. 

Here’s a chance to make that 
idea pay important extra dividends. 
AR regularly pays $10 for each 
item published in the “How I 
Solved It” section. . .but for the 
best idea we receive before Jan- 
uary 1, 1957, we'll award one of 
the most exciting new portable tv 
sets a Deluxe Motorola Cruiser 
Portable TV. All other items pub- 
lished still get $10, so if you’ve 
got a good idea you can’t lose. 

No tricky rules. . .just this sim- 
ple guide: 


@ Describe your solution to an ad- 
vertising production, merchandis- 
ing or promotion problem in not 
more than 200 words, with photos, 
drawings or samples where pos- 


sible. (Illustrative material will not 
be considered in the judging, how- 
ever. . .items with no illustration 
have just as good a chance of win- 
ning as illustrated solutions.) 


@ Send entries to Editor, Advertis- 
ing Requirements, 200 E. Illinois 
St.. Chicago 11, Ill. 


@ All “How I Solved It” contribu- 
tions received before January 1, 
1957, will be included in the judg- 
ing. 


@ No material will be returned un- 
less specifically requested, and ac- 
companied by return postage. 


e The winner will be announced 
in the March 1957 AR. In case the 
winning solution was sent in by 
more than one reader, the entry 
with the earliest postmark will be 
awarded the portable tv set. The 
author of any item published will 
receive $10 upon publication of 
his material. 

The Deluxe Motorola Cruiser 
Portable TV is well worth shooting 
for. It’s just been announced and 
has many “extra” features. It has 
a super-light aluminum cabinet 
with glamorous styling, an easy- 
grip carrying handle, tunes in a 
flash with easy-access side controls, 
a full 108 sq. in. picture viewing 
area. Other features include the 
famed Alnico 5 speaker, automatic 
gain control, new zero-in tuner, a 
“float-mounted” tube which is un- 
affected by bumps or knocks and 
a shatter-proof face-plate which 
gives added protection. It’s a real 
leader in the field. 

Better get that “How I Solved 
It” item in the mail right away! 





Stops Paste-Up Smears 
With Acetate Shield 


The guy who asks for his “paste 
and clippers” instead of his pipe 
and slippers on arriving home from 
a hard day at the studio faces many 
problems while burning that late, 
late voltage. 

One of the peskiest of these, I’ve 
discovered, is the smearing that 
sometimes occurs when cleaning up 
rubber cement from around repro- 
duction proofs. 

However, an erasing shield cut 
from 0.0075” clear acetate with slots 
cut in the acetate 1/32” wide and 
1/16” wide permit cleaning between 
and around the lines of pasted type 
with a rubber cement eraser while 
the transparency of the acetate al- 
lows complete visibility. 

Hope others find this — as I have 
— aneat answer to a messy problem. 

RIcHARD ELBEL 
Advertising Artist, North War- 
ren, Pa. 


Fixative Solution Solves 
Headline Error Problem 


A simple solution of fixative can 
do away with the painful cutting and 
pasting that usually takes place 
when a misspelled word in the head- 
line is discovered after the layout is 
finished. 

Just dip or spray a bit of cotton 
with the fixative and scrub the trou- 
ble spot gently, making sure to 
“feather” the edges of the washed 
area. 

This is also an excellent method of 
cleaning flecks of pastel dust or fin- 
gerprints from a fixed layout, with- 
out the danger of using a hard eraser. 

Mary E. KuHN 
Production Manager, Meat Mag- 
azine, Chicago 


Devises Handy Tool 
For Paste-Up Days 


Needing something to help me han- 
dle small pieces of type proof when 
“pasting-up,” I developed a handy 
tool from a pair of stamp tongs with 
a #16 X-Acto Blade Scotch-taped 
onto the solid end. 

The tongs hold small pieces of pa- 
per while brushing on cement and 
placing proofs into position. By 
switching to the blade end, I can 
move proof into alignment and trim 
off any excess not needed. 

This tool also comes in handy 
when removing friskets and old 
proofs. 

RicHarD F. Kurr 
Art Director, Ad-art Associates, 
Reading, Pa. 


Three-tone 
convertible... 


Shipper... counter display...floor display. 
This compact, colorful H&D corrugated shipper 
converts easily to counter or 
aisle use...promotes your product from 
any spot in the store. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


Write for FREE BOOKLET—‘‘How to Select Vending 
Displays“—Hinde & Dauch, Sandusky, Ohio 


See elm, A ll, ll. cline, i. Al lt, ll Mliny, Allan, Ally Allien All, cel, NNN, A, ly ea. A, ll, AN, AD. ll, ly, el, 
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CREATE IMPRESSIVE SETTINGS 
WiTH 


SACL: 


act 


eT NT ts 


: i 
Cost Less Than ' 
You Think! 


Flexible... 

Fit Everywhere 

Save Big Money 

... Use 

Repeatedly 

Set the Stage i 

for Attention- “ 


Compelling 
Showmanship 
Easy to Ship, Shape, Hang and Drape 


FREE! Colored Idea Booklet Show- 
ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


Tee ele) l ell 
Creators & Manufacturers of Nationally 
Tol eel ial ee et ie 
116 EAST 32ND STREET « NEW YORK 16, N. Y. 
030300 eee ee 


How To Get Things Done 
Better And Faster 


“ eee a ees | 
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eS 
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thot 
Sets: 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture— Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


Made of Metal Compact and Attractive. 
Over 100,000 in Use 


$4gse with cards 


24-PAGE BOOKLET NO. R-500 
Without Obligation 


Inventory, 


Full price 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street @ New York 36, N. Y. 
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Cook 


for ADMEN 


® Television Programming and Pro- 
duction, by Richard Hubbell, 272 
pages, Rinehart & Co. Inc., Toronto 
— New York, $5.50 . . . This book re- 
lates the beginnings of modern pro- 
gramming and reviews tried and 
tested techniques established in the 
early °40’s. The major part of the 
book was written at that time and is 
based on the first years of CBS 
television. “This portion,” says the 
preface, “has remained intact for 
the simple reason that it has been 
proved correct” while the newer 
portion of the book brings up to 
date the growth of television in 
Britain as well as in America. The 
book includes many pictures which 
have led in television plus some 
older pictures of particular histor- 
ical interest. From beginning to 
end, the book emphasizes the fact 
that although television grows fast 
the basic ideas, techniques, and 
principles remain the same. 


© The Crystal Goblet, Beatrice 
Warde, World Publishing Co., 
Cleveland, 221 pages, $6. This 
collection of 16 essays on typogra- 
phy takes its title from the opening 
article in which the author restates 
the case for “invisible printing.” 
Like a crystal goblet revealing the 
wine inside, typography should fo- 
cus the reader’s eye through type, 
not on it, to the author’s message. 
Mrs. Warde, long associated with 
the Monotype Corp. of England, is 
a leading exponent of a quiet un- 
derstatement in advertising and 
editorial design. She has much 
that’s cogent to say about working 
within rigorous typographic limita- 
tions, like those faced by British 
book publishers during the war. 
The resulting “Wartime Economy 
Regulation” book, with its tiny mar- 
gins and nonbulking paper, taught 
many designers how to use type, 
paper and binding to maximum ad- 
vantage. 

But restraint, while frequently 
refreshing, cannot answer all prob- 
lems of communication. Neverthe- 
less, Mrs. Warde tends to be un- 
sympathetic to the bolder, nontra- 
ditional typography seen in French, 
Swiss and German work. 

Besides offering a liberal sample 
of the author’s views on design, 
printing, art education, the role of 
printing management—opinions al- 


ways interesting and usually pro- 
vocative—the book reprints inform- 
ative material from Chamber’s En- 
cyclopedia on the nature of the 
book and some lectures to students 
and teachers. Mrs. Warde believes 
an appreciation of typography 
should be taught in secondary 
schools. She writes with wit and 
grace for the layman as well as for 
the designer and the printing crafts- 
man. 


® Public Relations Handbook, John 
Cameron Aspley and L. F. Van 
Houten, Dartnell Corp., Chicago 
and London, 1005 pages, $12.50... 
The fifth in the Dartnell series of 
management handbooks, this covers 
the relationships of a company with 
the public and the community. In 
its 47 chapters, it takes up almost 
every conceivable p.r. situation, 
giving detailed case histories and 
citing experts as a guide. While 
hardly the book one might read 
through from cover to cover, it 
might easily be the first to be 
reached for when a new develop- 
ment in a company’s public rela- 
tion program comes up. 


@ 1,000 Ideas for Better News Pic- 
tures, Hugh Sidney and Rodney 
Fox, The Iowa State College Press, 
Ames, 192 pages, $2.95... This 
well-illustrated paper-covered book 
gives suggestions, in words and pic- 
tures, on how to make your news 
photographs more interesting. The 
first section gives general instruc- 
tions, while the second and larger 
section, called “Putting Imagination 
to Work,” is divided into topics 
ranging alphabetically from anni- 
versaries to sports. While written 
primarily for the small-town news- 
paper, it will be of equal value to 
the editor or photographer of a 
company house organ or external 
publication. 


© Printing and Promotion Hand- 
book, 2d Edition, Daniel Melcher 
and Nancy Larrick, McGraw-Hill 
Book Co., New York, 438 pages, 
$7. . . With entries arranged alpha- 
betically from A.A.’s to Zip-a-Tone, 
this is an easy-to-use reference 
volume for the adman’s desk. While 
the entries are necessarily brief, 
the answers to most questions can 
be found here. For greater use, the 
book suggests which entries would 
be most valuable for reference in 
handling specific problems. Four 
appendixes add to the value of the 
book, covering typefaces, a_bibli- 
ography, a list of graphic arts films, 
and postal information. 











Conventions 
NOVEMBER 


19 . . . Advertising Research Foundation, 
2nd annual conference, Hotel Ambassador, 
New York 

19-21 Advertising Trades Institute 
Inc., 5th Advertising Essentials Show, Ho- 
tel Statler, New York 

26-28 . Public Relations Society of 
America, 9th national conference, Hotel 
Schroeder, Milwaukee, Wis. 

27-28 .. . American Assn. of Advertising 
Agencies. Eastern Region annual confer- 
ence, Hotel Roosevelt, New York 

29-30 . . . Conference on Personnel Super- 
vision, American Management Assn., Bilt- 
more Hotel, New York 


1-30 . . . Eighth National Plastics Expo- 
sition, International Amphitheatre, Chicago 
DECEMBER 

4-5 .. . Seventh SPI Film, Sheeting and 
Coated Fabrics, Commodore Hotel, New 
York 

JANUARY 

13-15 . Vatl. Garden Supply Show, 
Kingsbridge Armory, New York 

14-15 .. . Conference on Commercializing 


Research Results, American Management 


Assn., Roosevelt Hotel, New York 


18-20 .. . Advertising Assn. of the West, 
annual mid-winter conference, Santa Bar- 
bara, Calif. 


20-23 .. . Newspaper Advertising Execu- 
tives Assn., annual convention, Edgewater 
Beach Hotel, Chicago 


Competitions 
For You fo Enter 


Brand Names Promotion 

9th annual, sponsored by Brand Names 
Foundation Inc., 437 5th Ave., New York 
16. Open to all retailers who promoted 
manufacturers’ brands during 1956. Ef- 
fectiveness of promotion, education of 
sales personnel and use of local adver- 
tising media will be considered. 


Closes January 14, 1957 


Local Outdoor Advertising Contest 
5th annual, sponsored by Outdoor Ad- 
vertising Assn. of America Inc.. 24 W. 
Erie St., Chicago 10; Ralph Glockler. 
Contest Chairman. Open only to OAAA 
members. Covers 24-sheet poster and 
painted bulletin campaigns and designs 
used by local advertisers during 1956. 
Closes January 15, 1957 


Music Photography Contest 
3rd annual, sponsored by American 
Music Conference, % Philip Lesly Co., 
100 W. Monroe St., Chicago 3. Photos 

showing amateur musicians. 
Closes January 15, 1957 


Lithographic Awards Competition 

7th annual, sponored by Lithographers 
National Assn., 420 Lexington Ave., Neu 
York 17; or 127 N. Dearborn St., Chi- 
cago. Open to all lithographers, adver- 
tisers, agencies, designers, etc. Covers 
all kinds of offset-lithography produced 
in 1956. 

Closes January 18, 1957 
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Catalogs 


% 


hundreds... 
thousands.. 
millions... 


60,000 
2,500 
140,000 
68,383,745 
305,900 


194,358869 


catalogs 


(Figures are for the year ending July 1, 1956.) 


194,358,869 


Last year The Cuneo Press printed almost 200 million catalogs. 
Impressive as this figure is, it by no means approaches the vast 
capacity of our seven printing plants. Nor was the personal 
attention of skilled craftsmen lacking in any of these printed 
products. Many were prepared completely by our catalog staff. 
Catalogs may be your salesmen in print, too. Perhaps you are 
looking for a printer. Wouldn't it be wise to consult one who 


has a proved record of accomplishment ? Call or write us today. 


Copywriting Black and Multi-color printing 
Design and Typography —Letterpress 

Catalog Planning Gravure 

Composition —Offset 

Photoengraving Binding 


Plate Making Mailing and Shipping 





NEW YORK—COlumbus 5-5544 
PHILADELPHIA—GArfield 6-6500 
CAMBRIDGE~—KIrkland 7-9600 


LOS ANGELES—LUdlow 3-3451 


Sales representatives in all major cities 


MILWAUKEE—BRoadway 6-5340 


The Cuneo Press, Inc. 


2242 South Grove St., Chicago 16, IIl., Victory 2-2100 
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Ni allan 
No. 21 "Deluxe" Artists’ Oil Color Outfit 
A large 12” x 16” deluxe wood sketch box with mahogany- 
grained, mar-resistant finish. Space in lid for canvas panels. 
Fully outfitted with 12 professionally-selected studio (1”x 4”) 
tubes of Craftint-Devoe Artists’ Oil Colors, large pound-size 
tube Titanium White, 2'/-ounce bottles of linseed oil and 


turpentine, canvas panel, palette cups, palette knife, palette, 
assortment of good brushes and instruction book. $25.95 


No. 23 “Practical” Oil Color Outfit 
An excellent painting set in attractive 9”x 12” lacquer- 
finish wood box. Fitted with professional selection of 
nine studio (1”x 4”) Craftint-Devoe Artists’ Oil Colors, 
2%2-ounce bottles of linseed oil and turpentine, pal- 
ette, palette cup, palette knife, assortment of good 
brushes and instruction book. $12.25 


No.9 “Beginners” 
Oil Painting Outfit 


An excellent gift set for CHRISTMAS TIME.....AND ALL THE TIME..... 


the neophyte oil painter. 
Wood box, approximate- GIVE THE FINEST. eses CRAFTINT-DEVOE ! 
ly 4”~2."x 8", fitted with @ 

12 tubes (2” x 2”) Craf- 
tint-Devoe Artists’ Oil 
Colors, bottles of pale 
drying oil and turpen- 
tine, brushes and in- 
structions. $3.95 


Wonderful to give or receive! Complete 


& 


Oil Color and Water-Color Outfits by 
Craftint-Devoe. Perfect for the profes- 


sional or amateur artist.....these outfits 
No. 201 "'Water 


Color” Outfit 
Metal box, 4/2”x9”. The 
inside of cover contains 
mixing slants and wells, 
and is finished in baked, 
white enamel. Thumb- 
ring on bottom of box 
facilitates its use as a 
palette. Fitted with 12 
tubes (Y%2"x3'%”) of Craf- 
tint-Devoe Academic 
Artists’ Water Colors 


assure the utmost in painting satisfac- 


tion! See your dealer now! 


@#@e@e@eee28 0 @ 6 


a Craftint 7 


and 2 brushes. $4.50 NEW YORK ° CLEVELAND ° CHICAGO 


Many other popular sets availabie 


1615 COLLAMER AVENUE ° CLEVELAND 10, OHIO 
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dwertising Requirements 


ow to do 
arket Research for nothing 





When Binney & Smith, makers of Crayola crayons, wanted informa- 


tion, they went directly to their customers, sending questionnaires 


out with their free literature; what they learned proved valuable — 


and surprising! 


By Alan Holt 

Advertising Director, 

Crayola Div., Binney & Smith Inc. 
New York, N.Y. 


Although advertising and sales 
promotion people pour tons of 
printed promotional matter into the 
mails every day, results are often 
hard to measure. 

At our company we have devel- 
oped a method for making our 
“free” literature practically pay for 
itself, by providing the base for a 
primitive consumer research pro- 
gram. It costs practically nothing 
— the total tab for the past year 
has been less than the cost of an 


average door-to-door survey. And 
it works. It has produced informa- 
tion about how our products are 
used, what consumers think of 
them, how they stack up against 
competition. Such information isn’t 


useful — it’s indispensable. 
You don’t need a Ph.D. in re- 
search — anybody can do what we 


are doing. Here’s how. 


> Our company manufactures Cray- 
ola crayons. Kids love ’em. Mothers 
love them too, and are avid for in- 
formation on _ crayon projects. 
Thousands have written for a little 
booklet offered in our ads titled 


“Creative Crafts with Crayola 


Crayons.” A half-column black and 
white ad in a women’s service mag- 
azine usually produces 
thousand requests. At 7c 
mailed, this ran into money. 

About a year ago we folded into 
each of these booklets a_ sheet 
11x17”, perforated in the middle. 
Half the sheet carried a letter from 
our “Home Service Director” ex- 
plaining that we wanted to serve 
our customers better, and would 
appreciate receiving information 
about our products. 

The other half consisted of a fair- 
ly extensive questionnaire. 

On the first go-round we broke 
all rules for setting up a question- 


several 
apiece, 
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naire, so tabulating the replies was 
murder. But our closing question — 
“Please add any comments or sug- 
gestions you care to offer” — really 
hit the jackpot. The mamas not 
only answered this question, they 
turned the sheet over and filled in 
the other side, adding additional 
pages as they ran out of space. 
Many included sketches and other 
exhibits, just to be sure we'd get 
the point. 

Some of this material made fas- 
cinating reading. Apparently thou- 
sands of women were dying to tell 
a manufacturer what was wrong — 
and right — with his product. Fre- 
quently the last paragraph of a 
four-page, closely-written letter 
said in effect: “Thank you for let- 
ting me contribute. I think your 
company is smart to consult us 
mothers after all, we should 
know!” 


> Results of this first mailing were 
encouraging, to say the least, but 
before continuing we thought it 
well to get some professional ad- 
vice. With research personnel from 
our advertising agency, James 
Thomas Chirurg Co., we reviewed 
what had been done, analyzed our 
mistakes, and laid plans for a series 
of mailings. The first questionnaire 
had covered a lot of ground, with 
greatest emphasis on how children 
at different age levels were using 
our crayons. We decided to confine 
each succeeding mailing to a single 
subject or area of interest. The ex- 
perts told us this would make for 
greater “depth” would tend to 
produce more detailed information 
about the subjects under investiga- 
tion. 


>A series of five questionnaires 
were prepared, with appropriate 
covering letters. The plan called for 
sending them out one at a time, 
with enough time lag between to 
allow for shifting gears. 


® In Survey No. 1 we asked women 
what they thought about washable 
crayons, which we were considering 
adding to the line. 


© No. 2 attempted to determine at- 
titudes toward crayons — likes and 


dislikes. 


® No. 3 dealt with buying habits: 
Who bought the crayons for Junior; 
during what months, how many 
packages at a time, etc. 


By the time these three were 
completed we had accumulated 
quite a pile of paper. Since we had 
names and addresses, plus the num- 
ber, age and sex of the children in 
the family, it was easy to select 
fairly typical buying-families. We 
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wrote to a number of these families 
asking them to become members of 
our “Consumer Panel.” Eventually 
about 400 families across the coun- 
try were set up on addressograph 
plates. This list was to be used for 
pretesting new products, confirming 
the validity of general surveys, and 
so on. These people gave us per- 
mission to send them sample mer- 
chandise, with the understanding 
they would furnish reports on the 
material. 


© Survey No. 4 asked the ladies 
about finger painting; we hoped to 
introduce a new set in a highly 
competitive price range. 


@ No. 5 was concerned with brand 
names — how well people remem- 
bered the names of our non-Cray- 
ola products, as compared to names 
of competitive products. 


>» The project probably is still too 
new to have reached maximum ef- 
fectiveness. Nevertheless, viewing 
the year’s operation in retrospect, it 
is easy to spot the places where this 
program made major contributions. 

A spectacular example is “Jum- 
bo” Crayola, an oversize crayon 
which the company had manufac- 
tured for many years, mainly for 
use by younger children. They offer 
definite advantages — help to de- 
velop digital dexterity. Although 
the big crayon was standard equip- 
ment in many kindergartens, it 
never had caught on in the home 
market. We wanted to know why. 
The answer surprised us all. We 
found that mothers felt the big 
crayons were “too hard for my 
child to handle — he can hold the 
regular size more easily.” Actually 
the reverse is true; children learn 
to handle large objects first, grad- 
ually acquire skill in controlling 
small objects. Nevertheless, the 
king-size feature was working 
against us, because it had not been 
properly explained. The small 
minority who said they liked the 
big crayons based their preference 
on the greater strength and dura- 
bility of this size. 

Based on this investigation we 
re-designed the package, and pre- 
pared an advertising and direct mail 
campaign which jumped sales on 
the item 101.59% for the first six 
months of 1956. 

Several of our products have 
been improved as a result of sug- 
gestions from people we reached 
through the mail. Although no one 
had paid much attention to it, one 
of our products had a slightly un- 
pleasant smell which a small minor- 
ity of women found displeasing. 
When we brought this to the at- 
tention of the lab they were able 


to eliminate odor entirely by a sim- 
ple change in the manufacturing 
process. 


> Like many companies we want 
to diversify our line, and are con- 
stantly on the lookout for new 
product ideas. We have never had 
anyone suggest a new product as 
such, but the suggestions and ideas 
produced by this research have led 
us to develop features which might 
not otherwise have been developed. 

Some excellent copy lines have 
been developed based on comments 
from respondents. If 40% of the 
people answer a question with the 
same phrase, the chances are that 
phrase will strike a familiar chord 
when used in advertising. 

In a business selling mainly to 
women, decisions arrived at by 
hairy-chested males can be a long 
way off base. Since it’s impossible 
to think like a woman, the next 
best thing is to ask a woman what 
she thinks. 

For an agencyman such a pro- 
gram offers special advantages. . . 
especially if your client is the kind 
who won’t approve an idea until 
he has checked it with his wife. 
With a consumer panel you are like 
a guy with 500 wives to tell you 
what to do. And this, as any woman 
will testify, would make you prac- 
tically infallible. 


Next Month in AR 


® Printing Progress — 1957 
AR’s third annual report on 
developments in the graphic 
arts during the year 


Creativity in Direct Mail 
Ferd Ziegler tells what it 
needs to come up with new 


ideas in mailing campaigns 


Getting Your Films on TV 


Some practical advice on 
adapting your own film li- 
brary for tv showing 


Signs for King Edward 


The full story of a national 
highway sign program for a 
national product. 


The Art of Communication 
The final part of this series 
covers the four vital elements 
in audio-visual production: 
writing, photography, art- 
work, and personnel. 
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t BERT 


The animated trademark characters which have taken New York 


by storm in their tv appearances work hard in all media; 


here's how consistent characterization pays off for Piel's. 


By Ted Sanchagrin 
AR Eastern Editor 


Harry & Bert Piel, who advertise 
Piels Beer in a series of cartoon film 
commercials on television, represent 
some young thinking for a 75-year- 
old brewery. Viewers, who see the 
commercials mainly within a 150- 
mile radius of the New York met- 
ropolitan area, aren’t asked to dash 
down immediately to their nearest 
delicatessen and buy Piels, but do it 
next time you're in the neighbor- 
hood. It’s a refreshing approach. 

There’s an unstudied madness 
about the campaign, some basically 
sound ideas behind it which other 
advertisers and agencies might con- 
sider. Piel Bros., Brooklyn, a pri- 
vately-held company, doesn’t re- 
lease figures on increased sales, 
share of the market and so forth, 
but leaves the impression that the 
Harry & Bert comic entertainment 
approach has done the brewery a 
lot of good. 

On tv Harry is likely to introduce 
himself with, “I’m Harry—the tall, 
thin one,” with short, stubby Bert 
popping up from behind a bar, only 
crown and eyes visible, and adding, 
“lm Bert—average stature.” Or 
Bert delivering punch lines in print, 
broadcast and point-of-sale media, 
such as “The agency? Who needs 
’em!”, “Stanwood drinks Brand X? 
You can’t reason with mad dogs!” 
“If you can’t use Piel Island, we'll 


give you the cash instead. But only 
a real cluck would take the cash!” 

Or some brotherly interplay, such 
as “A lady here wants to know our 
Piels recipe, Bert.” “Must be a spy 
from Brand X, Harry.” In a tavern 
the coaster under your glass is 
likely to have Harry asking the 
patron, “Is that Piels you’re drink- 
ing?” and Bert growling, “If not, 
kindly use another coaster!” 


> Piel Bros. found that the cartoon 
characters had become so popular 
that their tv appearances are listed 
periodically in newspaper ads. TV 
viewers believe Harry & Bert are 
the real Piel brothers. Letters now 
come to the brewery addressed to 
them by name. 

There are no Piels brothers as 
such today. The brewery dates back 
to Michael and Godfrey Piel, the 
original brothers, and there is a 
long line of Piel descendants. Henry 
Muessen is president and chairman 
of the board today. 

The voices of Harry & Bert are 
Bob & Ray (Bob Elliott and Ray 
Goulding), a pair of Henry Mor- 
gan-type comedians who have an 
afternoon radio program on _ the 
Mutual Broadcasting System and 
who make weekend radio appear- 
ances on the National Broadcasting 
Co.’s “Monitor” series. But the 
characterizations of Harry (tall, 
sincere, soft sell) and Bert (five- 
by-five, braggadocio, hard sell) are 


more than a state of mind. Bert’s 
personality grates the nerves of 
some consumers, but essentially the 
brothers are fresh and acceptable, 
warm and charming, entertaining 
and believable. 

Knowing a good thing when it 
sees it, Piels has integrated the 
brothers into all media. Actually, 
media integration was no after- 
thought. It was planned that way. 
Tv commercials, or any one medi- 
um, can do only so much. Then 
other media buttress the initial 
choice. 


> Harry & Bert appear not only in 
the tv commercials but also in 
1,500-line newspaper ads, three- 
sheet posters, point-o f-purchase 
displays, six-pack cartons, and as 
company identification, including a 
brewery rooftop sign featuring a 
37’ Harry and a 28’ Bert. 

The fictional brothers go on com- 
pany letterheads, metered postage, 
The Brew Kettle (company publi- 
cation), salesmen’s calling cards, 
and tapes of the Harry & Bert 
voices for salesmen’s meetings. 

They show up in bars, grocery 
stores and supermarkets, too; on 
menus, coasters, beer trays, beer 
head scrapers, on window and in- 
store stickers and banners, and as 
bottle collars. 

Taken broadly, Piels’ use of 
Harry & Bert in non-print and non- 
broadcast media can be broken 


- 
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You are on your honor to 
use these coasters only with 


© Piels LIGHT BEER @ 


PIL BROS., BROOKLYN, N.Y 


down into tavern service 
point-of-purchase material 
company identification. 


items, 
and 


>’ Tavern service items, fairly ex- 
pensive, go to bars handling Piels 
draught beer. 


e A tray, 12” in diameter and 114” 
deep, is lithographed metal, with 
Harry & Bert in their blue suits, 
one saying, “Enjoy Piels Beer,” and 
the other adding, “Now.” The tray’s 
inner wall is blue, and the outer 
gold with blue lettering. 


® Menus, 6%x10%”, are supplied 
with Harry & Bert in the upper 
right corner sitting at a table topped 
by a red-and-white cloth. “Menu” 
is in black-outline letters. The stock 


is white, printed in red, yellow, 
blue and black. Taverns use the 
menus, mimeographing their bill- 
of-fare on them. 


@ Scraper and holder . . . Scrapers 
for knocking the head off draught 
beer are plastic, 8” long and 1” 
wide, with H&B on them. A holder 
for the bar tap area holds two yel- 
low plastic glasses, one for the 
scrapers, the other for scraper dip- 
ping and holding. The base contain- 
er is heavy metal, gold-covered, 
8144x312x3”. On one long side is at- 
tached H&B, respectively 8” and 5” 
tall, half round, and the Piels em- 
blem, all in full-color lithographed 
metal. 


® Coasters ... Ten of these, each 


Piels LIGHT BEER 


BERT AND naBRy 


ee — 


Versatile Brothers . 


distributed 


. . Bert & Harry are used on menus 


to taverns, as well as on throat hangers 


which can be used in supermarket displays as well. 
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with a different situation involving 
H&B, come in a polyethylene bag. 
Each coaster is 3%” in diameter, 
and is printed in red, yellow and 
black. The bag is capped by a card 
folded horizontally and stapled to 
keep the contents intact. One side 
of the card, 154x442” when folded, 
notes it’s a gift from H&B and the 
other side admonishes the receiver 
not to use them with any other 
beer. 


> These coasters also form part of 
the brewery’s stock mailing to those 
who write letters to H&B at Piels. 
The brewery can’t answer all letters 
individually, so a five-color poster- 
type letter with H&B on 81x11” 
calendered stock simplifies the 
problem. H&B toast the letter writ- 
er, and Piels fills in the name of the 
person in the copy with a Speedball 
pen, an art pen with a_ smooth, 
heavy line. 

Also included in the mailing is a 
24%4x3%4” card on tan stock, with 
H&B pointing out that the bearer of 
the card is secretly the long-lost 
third Piel brother. The receiver 
signs it, Piel.” The reverse 
side has a space for the receiver's 
own name, and points out he had 
been lost in the woods, a victim of 
amnesia, leading his life under the 
false and assumed name of 
(his own name). On-premise ac- 
counts also get this wallet card. 





Take home Piels— 


tastes best of all ... 
because it’s driest of al 


ret aren seDONE 


> Point-of-purchase material items 
keep changing and increasing in 
volume. Typical material includes 
small and large stacker-top dis- 
plays above the six-pack package, 
window and in-store stickers, ban- 
ners and cards, bottle collars, and 
so forth. 


@ Two-package stacker This 
display has two card prongs, each 
1” wide and 434” long for insertion 
of the lithographed piece in two 
six-pack packages placed side by 
side. The display area, die-cut on 
three sides and 6%4x10%” in size, 
has H&B, with Bert saying, “Save 
atrip.. . Take two.” 


@ Bottle display .. . A more elab- 
orate piece, it announced a new 
label. Lithographed and die-cut, the 
display has four folds and two 
planes. The top plane, a_ setback, 
414x6%4"", has H&B die-cut. The 
bottom plane, 44x54”, is die-cut 
and scored with swinging doors 
showing the “export” bottle (12-o0z. 
longneck). The bottle is inserted 
through a 234x414” platform with a 
234” die-cut on the platform formed 
by the planes. 


@ Stacker displays . . . The latest 
approach on these pushed the four- 
week contest this fall in which H&B 
gave away Piels Island, a spot in the 
Bahamas. A large display, featuring 
H&B and a simulated palm tree, 
invited supermarkets to stack 25 


Enjoy yourself - 
9 drink Piels | 


; tastes best of all ... 
le S because it's driest of all | 


six-packs. A smaller display, for 12 
six-packs, was somewhat similar, 
lithographed, die-cut, scored, but 
144%2x17'%”,, with a flat-plane palm 
tree and 914” palm fronds. These 
two displays were loaded with con- 
test copy, a departure from the 
sparse-copy approach. 


@ Bottle collars . .. Five of these, 
each a different situation, have H&B 
in a 2%” circle, lithographed in four 
colors. Measuring 4” long, all told, 
they have a 1” die-cut hole atop the 
H&B circle for _ insertion 
bottles. 


over 


e Stickers . . . One, clear acetate 
with %” wide Kleen-Stik on the 
top and bottom back areas, urges 
customers to stock up. Harry & Bert 
are on the piece, 934x122”, which 
is printed in yellow, blue and black. 


KNOW YE THAT THE 
BEARER OF THIS CARD 
IS SECRETLY - - 


(THE LONG LOST 
THIRD PIEL BROTHER) 


Identification Card . 


5 1M HARRY PIEL 

: CALL MEY 

wv fe pert. (Co 
ayy 


Postage Meter .. . This is another place 
that carries the brothers to the public. 


And three cards, 8x10” with Mystik 
sticker backs, also have H&B in 
different situations for all types of 
outlets. The cards are applied to 
smooth surfaces when the protec- 
tive backing is peeled off. 

These examples indicate how 
widely Harry & Bert are used, inte- 
grated in all media. It all started 
when H&B were just an idea in the 
27-year-old brain of Edward Gra- 
ham when he was a copywriter. 
Mr. Graham is now president of 
Goulding-Elliott-Graham  Produc- 
tions, New York, where he super- 
vises the tv commercial recordings 
for the campaign. 


>’ Client and agency base much of 


Said individual named on the reverse side of this 
card, having become lost in the woods, wandered 


to be heard from again until this date 
that this man obviously bears the stamp 
found in all Piels but a severe case 
ia has, until now, caused him to lead his 
r the false and assumed name of 


PEL cinta 


Whereas, a “Pp 


BERIT PF 


Ka Vuy, (Trek 


HARRY PIEL 


Also, 


. Correspondents get this card, identifying them as the long 


lost third Piel brother. The recipient fills in his own name himself on both sides 
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Meet the Piel Brothers 


These complete biographies were written to serve as a solid base for the 
entire campaign, to keep the boys in character 


BERT PIEL — WHITE — 
CAUCASIAN 

HEIGHT — 5° 4” 

AGE — 50 


Born Bertram R. Piel, the son of 
Owen and Lydia Piel, on December 
24, 1904, in Brooklyn, N.Y., Mr. 
Piel attended P.S. 3 (still standing) 
in the then residential section of 
Flatbush. Records here and later 
at Samuel J. Tilton High School 
show the young “Bert Piel” to be 
better than average student. Active 
in extra-curricular associations, he 
was business director for the Til- 
tonian and manager of the school’s 
all-winning basketball team. 

After graduation, Mr. Piel en- 
tered business, starting as a mail- 
boy for the now defunct New York 
World. Later he was promoted to 
advertising space representative, 
and while serving the newspaper in 
this capacity was awarded the 
Fletcher D. Cavanaugh medal for 
outstanding sales achievements dur- 
ing the year 1924 and again in 
1926. In 1927 Mr. Piel joined 
Genung, Lewis and Keel in the old 
Sun Life Building (since demol- 
ished) and represented the firm in 
the sale of stocks and bonds. In 
1930, Mr. Piel joined the Graham- 
Paige Motor Car Co. as distributor 
for their middle Atlantic territories. 

In 1934 Mr. Piel, then Eastern 
sales manager, resigned from the 
automotive concern to enter into a 


the campaign’s success on two early 
approaches, the establishment of the 
characters’ personalities and _ six 
weeks testing as radio commercials 
in Binghamton and Harrisburg. 

Initially, the copywriter wrote 
two short biographies, one of Harry, 
the other of Bert. Characters, real 
or fictionalized, have to be true, and 
these biogs helped establish them 
as persons. For example, Harry’s 
biography states he’s a clerk-chem- 
ist-researcher type. And | Bert’s 
shows him as the space rep-bond 
salesman type. Fictional, but help- 
ing establish characterizations that 
shouldn’t change. 

But, as in any fiction, the charac- 
ters are modeled after real life 
counterparts, Harry after the Y&R 
artist, 28-year-old Jack Sideboth- 
am, Bert after a former Y&R ac- 
count executive Mr. Graham knew. 
Both Mr. Graham and Mr. Side- 
botham say they were “bam- 
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partnership with his _ brother. 
Harold Piel. Together they founded 
Piel Brothers of Brooklyn, N.Y. — 
a brewery. One of the first manu- 
facturers of a beverage with alco- 
holic content in Metropolitan New 
York after the repeal of prohibi- 
tion, Piel Brothers has continued 
to show a healthy growth. In recent 
years the company has employed 
the phrase, “growing at a faster 
rate than any other New York 
beer.” While Harold Piel is cred- 
ited with perfecting the process 
which made possible Piel’s claim — 
“the driest of all the dry beers”? — 
Bert Piel is generally acknowledged 
as first to see the value in publish- 
ing this fact. 

Mr. Piel is married to the former 
Lillian Follensby, of Quincy, Mass. 
A son by their marriage, Bert Jr., 
attended Dartmouth and _ is 
connected with the brewery. 


now 


HARRY PIEL — WHITE — 
CAUCASIAN 

HEIGHT — 6° 11/2” 

AGE — 48 


Born Harold A. Piel, the son of 
Owen and Lydia Piel, on May 4, 
1906, in Brooklyn, N.Y., Mr. Piel 
attended P.S. 3 (still standing) in 
the then residential section of Flat- 
bush. Records here and later at 
Samuel J. Tilton High School show 
Mr. Piel to have been a well-above 
average student. 
nual Samuel J. 


He won the an- 
Tilton chemistry 


boozled” into the advertising busi- 
ness by their fathers, Edward Gra- 
ham Sr., a v.p. at J. Walter Thomp- 
son Co. on the Ford commercials 
and Skid Sidebotham, who is with 
an agency in Hartford, Conn. 
Neither son wanted to enter the 
advertising agency business. Both 
wound up receiving top awards, for 
the Piels campaign. Mr. Graham 
was selected as Young Ad Man of 
the Year by the Assn. of Advertis- 
ing Men and Women. Mr. Side- 
botham and Mr. Graham both re- 
ceived the top award of the Art Di- 
rectors Club of New York. 44 


Service Gets Releases 
On Television Programs 


Information on a new service that 
tailors product or company releases 
for tv commentators is available in 
a folder from the Derus Media 
Service, Chicago. 


prize in 1922. An outstanding ath- 
lete until hampered by a damaged 
knee, Mr. Piel also played end on 
the football team and was named 
All-metropolitan Forward on the 
Samuel J. Tilton High School Bas- 
ketball team of 1921 (undefeated). 

Upon graduation, Mr. Piel joined 
the Dow Chemical Co., first as a 
clerk in the accounting department 
and later as a member of the firm’s 
ehemical research department. 
While serving in this capacity Mr. 
Piel was credited with the discovery 
of “Piel’s formation,” a_ colloidal 
suspension which causes cellulose 
to congeal. 

In 1934, Mr. Piel then a labora- 
tory staff supervisor, resigned from 
the chemical firm to enter into a 
partnership with his brother, Ber- 
tram Piel. Together, they founded 
Piel Brothers of Brooklyn, New 
York — a brewery. During the 
healthy growth of this business, Mr. 
Piel has concerned himself chiefly 
with the Better Product Division of 
the company and is credited with 
perfecting the brewing process 
which makes possible Piel’s claim 
to “the driest of all the dry beers.” 

Mr. Piel is unmarried and lives 
in Forest Hills, New York. 


Called “What’s Your Line?” the 
folder states that if the submitted 
material has human interest, public 
service and news value, it can be- 
come a successful release to com- 
mentators who use telops on their 
tv programs. 

The complete service includes: 


® a telop (providing the company 


furnishes a negative or 
8x10” photograph) 


perfect 


® suggested narrative (mimeo- 
graphed and checked for commen- 
tator’s known word preferences) 


® business reply cards which read 
“Yes, we have used,” and which are 
mailed from the city in which the 
release was used on tv. 


The service is nation-wide and 
the folder lists company addresses 
for east and west coast offices. 


For your copy circle No. 319 on the 
Readers’ Service Card inside back cover. 
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Practical experience has taught a lot of lessons about the successful handling of 


r.o.p. newspaper color; here is a chance to share some of the information that was 


passed around at the First Annual R.O.P. Color Conference. 


By Maria Grygier 
AR Associate Editor 


Two days of solid talk about the 
problems of r.o.p. color took place 
in September at Chicago’s Hotel 
Sheraton. The conference was spon- 
sored by the American Assn. of 
Newspaper’ Representatives, the 
Advertising Agency Production 
Men’s Club of Chicago and the Art 
Directors Club of Chicago. The re- 
sponse surprised even its most en- 
thusiastic organizers. Instead of the 
expected 250 or 300 people, nearly 
850 had registered by noon of the 
first day! 

The conference itself was a vood 
example of the teamwork which is 
necessary for good newspaper color. 
Artists, photographers, agency men, 
engravers, and newspaper produc- 
tion people discussed their problems 
and some of the solutions that each 
had worked out. 

One general need recognized by 
the participants was for a greater 
understanding of the peculiar prob- 
lems of r.o.p. color. In particular, 
newspapers felt that both clients 
and agencies should have a clearer 
picture of the hurdles in production 
a color ad must go through between 
the finished artwork and the ap- 
pearance on the newsstand. 


>» One big step in this direction has 
been taken by ANPA’s Bureau of 
Advertising, which showed its pres- 
entation on r.o.p. color. Designed 
primarily as a sales tool, it includes 
examples of r.o.p. color printing, re- 
ports on split-run tests showing that 
sales increases more than make up 
for the extra costs of color, with 
specific sales results included. 

Dent MHassinger, the Bureau’s 
central manager, reported that the 
presentation has proved effective 
in: 


e Bringing better understanding 
and wider acceptance of r.o.p. color 
advertising by agencies and clients; 


e Creating enthusiasm on the part 
of salesmen for an r.o.p. color cam- 
paign for their products. 


According to the Bureau, there 
are a number of impressive facts 
which point to a good future for 
r.o.p. color: 


@ Practically all current orders for 
printing presses call for reversible 
cylinders and multi-color units. 

e At present 780 newspapers, 
whose combined daily circulation is 
41 million, offer at least one extra 


a ylor. 


@ Media Records figures show a 


Re 
ae 


© increase in linage during the 
first 7 months of 1956 over the 90 
million lines of r.o.p. color in 1955. 


» At the close of the program, J. 
Donald Scott, AANR president, an- 
nounced that the Second Annual 
ROP Color Conference was sched- 
uled for September 1957. He also 
gave some of the details for a new 
competition, to be sponsored by the 
three organizations backing the 
Conference. Six separate awards 
will be made, plus duplicates to the 
agencies which prepare the winners. 
Editor & Publisher will provide the 
awards, to be made for both full- 
color and spot-color ads. Each of 
these will be divided into three 
brackets, with one for newspapers 
whose circulation is under 100,000, 
another for those between 100,000 
and 500,000, while the third will in- 
clude those with more than 500,000. 

The competition will be open 
from October 1, 1956 to June 1, 
1957. 


> Not all papers are equally capable 
of producing good color, Leonard 
Matthews, vice president in charge 
of media for the Leo Burnett 
Company, told the conference. A 
careful examination of 59 papers 
which run r.o.p. color regularly re- 
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vealed that the papers could be as- 
signed to one of three categories: 


© A paper which can be expected 
to produce consistently good color 
work. 


® A paper which is somewhat in- 
consistent in its quality of color re- 
production, which must be allowed 
for when placing ads. 


e A paper which has produced con- 
sistently bad color work, and should 
not be included on a color schedule 
without the full realization that the 
results will probably be unsatis- 
factory. 


Using tear sheets supplied by the 
Advertising Checking Bureau, an 
agency jury drawn from the media, 
art, service and production depart- 
ments studied each ad, judging it 
on the basis of register, ink flow, 
the hard or soft outlines on ad ele- 
ments, and general appearance. Two 
basic questions were asked about 
each ad: 


1. Does the ad look good? 


2. Does it appear as the advertiser 
intended it to appear? 


The agency realizes that color 
quality is variable, and it therefore 
intends to continue its study, look- 
ing for those papers which are im- 
proving their handling of color and 
which can be expected to move into 
a higher category. 


Better information needed, says A. G. 
Ensrud, of J. Walter Thompson, to help 
scheduling. 


>» A. G. Ensrud, associate director of 
J. Walter Thompson’s media de- 
partment, presented to the confer- 
ence the problems of buying r. o. p. 

“Most space buyers would agree 
that availability and reproduction 
are the most important problems in 
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buying r. o. p. color space, but there 
are others,” Mr. Ensrud said: 


1. The need for improvement, not 
in the format but in the listing of 
information especially limitations. 


2. The need for general material to 
help us sell more color. This would 
include success stories, comparative 
media costs, data on increased read- 
ership due to color, etc. Some news- 
papers have prepared good materi- 
al, but the need for good selling 
helps is great. 


Turning to the problem of avail- 
ability and referring to an analysis 
of r. o. p. daily color prepared by 
J. Walter Thompson, Mr. Ensrud 
said: “Contrary to what might have 
been assumed, it is, according to 
listings, approximately as difficult to 
get definite insertion days for black 
and one color and black and two 
colors as it is for black and three 
colors.” The JWT analysis indicated 
that “it is theoretically more diffi- 
cult to get a black and one color ad 
on a definite day than it is to get a 
black and three color ad for a spec- 
ified day. In practice . . . the oppo- 
site is true. This again indicates that 
listings of requirements do not re- 
flect the true situation, probably be- 
cause the publisher wants to protect 
himself for the unusual case when 
ordinarily 90% or more of the time 
he can deliver as per order. 

“The idea that black and white 
will be used where color is not 
available is virtually an_ illusion. 
When we want color, we want it,” 
Mr. Ensrud told the newspaper rep- 
resentatives. 


> He went on to explain why a defi- 
nite insertion date is important: “A 
good deal of planning goes into a 
schedule. One day is usually not as 
good as another. The advertiser .. . 
should have the privilege of select- 
ing the insertion date that will 
bring him maximum returns. The 
problem of getting the most cooper- 
ation from the advertiser’s local 
sales force becomes complicated 
when there is a different schedule 
for almost every newspaper. Tie-ins 
are virtually impossible to get when 
color food ads appear on non-food 
days.” 

Mr. Ensrud also pointed out that 
it is impossible to buy satisfactory 
national coverage, as some of the 
largest population centers offer 
little in r. o. p. color printing. How- 
ever, he predicted that this picture 
will improve in the next 12 to 18 
months, since several newspapers 
have ordered color equipment. 


> Harold C. Jensen, Tatham-Laird 
art director, summarized the basic 


rules which must be followed in the 
preparation for r. o. p. color: 


1. Keep your copy story simple. 
Just because you have a lot of 
space, don’t force everything you 
know into the ad. Work with the 
planners, the writer, the merchan- 
diser and the client to keep the 
elements down to a minimum. 


2. Keep the layout in the simplest 
of shapes. Avoid soft edges and 
complicated silhouettes. 


3. Plan each picture in the simplest 
of elements. Keep colors and shapes 
together. 


4. Choose simple, clean colors. 
Never use colors which must be 
built out of four colors when you 
could use three; never three when 
you could use two; never two when 
one color will do the trick. Never 
print four colors over each other if 
you can avoid it. Give your en- 
graver permission to eliminate 
colors to accomplish this. Prepare 
yourself and your client for the 
color inaccuracies which are neces- 
sary to good reproduction in news- 
paper printing. 


S. Follow the rules laid down for 
you on the use of reverse lettering 
and type, over printing and drop 
outs. Avoid tricky drop outs that 
can cause bad edges in the mats. 


6. Resorting to cheap art or over- 
simplified techniques to gain good 
reproduction will probably make 
the whole ad flop. 


7. Don’t let anyone compare Ekta- 
chrome transparencies with tear 
sheets from any newspaper. 


8. And don’t accept engraver’s 
proofs on anything but the worst 
possible newsprint. 


8. Don’t let your engraver use any 
special makeready when pulling 
proofs, and only use specific inks. 


10. If you use wash drawings, try 
to get clear washes of color. Opaque 
colors which are a complicated mix- 
ture will give you trouble. Don’t 
demand faithful reproduction, you 
won't get it anyway! 


> Mr. Jensen started and ended his 
talk by stating a formula which 
should precede and follow all work 
done on an r. o. p. color layout. The 
way to prepare a perfect r. o. p. 
color ad is to 

Prepare your client. 

Prepare your staff. 

Prepare your engraver. 

Prepare artists. 

And when the job is done—pre- 
pare your client again. 


Several speakers also warned that 
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it is dangerous to plan printing solid 
r. o. p. color on large areas. When 
large color areas are necessary, a 
screen should be used. 


Three or four colors? .. . Thomas D. 
Hutchings points to factors in selecting 
best technique. 


» Conversion of fine screen maga- 
zine engravings by the blow-up 
method was discussed by Thomas D. 
Hutchings, president of Hutchings & 
Melville, Chicago photoengravers. 

The conversion is workable and 
mechanically practical if the art and 
photographic subjects have the in- 
gredients suitable for r. o. p. appli- 
cation, he reported. Second in im- 
portance are reproduction proofs. 
The proofs must be good; every dot 
should be proofed in its true size on 
Kromekote stock and preferably by 
the engraver chosen to make the r. 
o. p. The engraver may then “inject 
emphatic steps of detail and tone 
values to assure a more contrasty 
and colorful set of printing plates 
for r. o. p. use, but,” Mr. Hutchings 
stressed, “it is necessary that the 
engraver and the production man 
have a definite understanding as to 
what areas or detail will be altered, 
brightened or emphasized in the 
conversion.” 


> The controversy of three- versus 
four-color r. o. p. printing is still 
very much alive. Mr. Hutchings 
took an objective view of the ques- 
tion: 

The champions of three colors 
claim good black effects can be ob- 
tained by overprinting the prima- 
ries. This, however, increases the 
register problem. Four-color print- 
ing, on the other hand, has the diffi- 
culty of screen angles: certain color 
combinations where the yellow is 
strong are apt to develop an un- 
pleasant pattern dominating the 
color value. Mr. Hutchings sug- 
gested that this can be avoided by 
the elimination of one unnecessary 
color in the affected area and bor- 
rowing its angle for the yellow. 

A strong defense of three-color 
printing, Mr. Hutchings agreed, is 
that a three-color reproduction will 
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seldom muddy up in the press run. 
This effect often does not show up 
on the four-color engraver’s proof. 
Mr. Hutchings, however, was in- 
clined to side with proponents of 
four-color printing who believe that 
only with four colors can satisfac- 
tory emphasis, sharpness and shad- 
ow values be achieved. 
(Earlier in the conference, Vernon 
Spitaleri of the Knight papers ar- 
gued in favor of three-color print- 
ing: “When using three-color proc- 
ess... the plates can be molded, 
cast, routed, nickeled and set up in 
the press-room well in advance of 
edition time. The black plate can 
then be handled virtually on the 
normal black and white deadline.”) 
The conference agreed that color 
elimination wherever possible 
should be the rule. Mr. Hutchings 
cautioned in particular against leav- 
ing any blue in food illustrations, 
except in subjects that are definitely 
green, as garden produce. On sub- 
jects such as meats, pie crusts, 
bakery products, a moldy appear- 
ance may develop in the edition run 
unless blue is’ eliminated. He 
warned also that combinations of 
black and yellow may produce an 
undesirable olive-green cast and 
should be controlled by use of red. 
All the type, without exception, 
Mr. Hutchings recommended, 
should be etched into the original 
engravings rather than patched into 
16-gage electros, as is frequently 
done. Having complete original 
plates is especially important where 
many mats must be molded from 
the same set of engravings. 


>’ A choice of different duplicating 
materials is now available. Each 
has characteristics which make it 
better for a specific application. 
Why an agency used three kinds of 
mats in three r. o. p. ads was ex- 
plained by Campbel1l-Mithun’s 
Ernst F. Neubauer. 

Mr. Neubauer stressed the im- 
portance of having enough register 
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marks on basically good engravings. 
Even the simplest two-color ad 
should have three register marks at 
the far points, inside the printing 
area, he said. All dead metal should 
be left in the color engravings be- 
cause it prevents mat distortion. 


® On a spot color (black & red) ad, 
a plastic coated premium baked mat 
was chosen. Solid red was used in 
the heading and also in the illustra- 
tion — making good register man- 
datory (not always the case with 
spot color). This mat was molded 
under tons of pressure, dried under 
heat and pressure for six minutes 
to eliminate moisture and resulting 
shrinkage. 


© To hold delicate tones and feath- 
ery edges in a duotone engraving, 
and to ensure retention of the color 
values of the original engravings, a 
plastic plate was used. Another ad- 
vantage of the plastic plate is that 
one less removal from the original 
plates to the stereo press plates is 
needed, thus lessening the danger 
of undesirable increase in color 
values. 


e Pre-makeready mats were used 
by Campbell-Mithun for a full-page 
release where subtle tones and 
highlights needed special handling. 
The pre-makeready mats make di- 
rect casting possible, and thereby 
most of the original depth of the 
engraving can be retained. 


> In his talk before the conference, 
Walter C. Kurz, advertising man- 
ager, the Chicago Tribune, pointed 
to several ways in which r.o.p. color 
can effectively serve retailers: 

1. It can present the store's per- 
sonality to the reader. 

2. It can establish an identification 
factor when stores’ significant colors 
are used in the ads. 


3. The stores’ goods can be por- 
trayed more advantageously in 
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4. Color creates a 
warmth and friendliness. 


color in black and _ white. 


feeling of 


S. The size of an r.o.p. color page 
makes it effective when posted on 
windows or counters. 


An interesting possibility brought 
up by Mr. Kurz was the use of store 
windows in newspaper color ad- 
vertisements. Color photographs or, 
better yet, touched-up drawings of 
the original window designs could 
be used in the layouts. 


> How effectively recent changes in 
package design can be exploited in 
spot color advertising was demon- 
strated by William Esty Co. produc- 
tion manager John Flanagan. 
Several slides illustrating R. J. 
Reynolds Tobacco Co.’s campaign 
for its Camel, Winston, Salem and 
Cavalier cigarets were shown. The 
packages for the last three brands 
were all designed within the last 
three years, and, as Mr. Flanagan 
pointed out, “have the distinction of 
a simple but effective design with 
one predominant color. 
“When using spot 


color,” Mr. 


Flanagan went on, “we believe the 
second color should be used to a 
minimum and only in the areas 
where the real impact is desired, 


such as product illustration, product 
name and slogan.” In order to make 
this campaign as effective as possi- 
ble but still practical for good print- 
ing results, the engravings are most 
often prepared with all the model- 
ing in the black plate and only solid 
line in the color. 

Showing an example of a Cavalier 
ad, Mr. Flanagan commented: “You 
may question the use of the white 
line around the illustration of the 
package, but this was done inten- 
tionally so that the same set of en- 
gravings could be used for black 
and white by inserting another cut 
of the package. 

“On all three campaigns (Wins- 
ton, Salem and Cavalier), plastic 
plates were supplied except where 
full-page space required mats. Two 
sets of progressive proofs, or more 
if the newspapers requested them, 
were furnished with the ink manu- 
facturer’s name and number.” 

On the Salem campaign, the 
agency felt it could not recommend 
the use of color unless a good match 
of the package green could be ob- 
tained. Salem’s color of ink was 
prepared by Howard Flint Ink Co. 
and a list of newspapers printing 
the Salem ad was supplied to the 
ink manufacturer, so that a supply 
of the special green would be avail- 
able where needed. 

The agency believes, Mr. Flana- 
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gan explained, that this procedure 
was necessary, even though it was 
contrary to the ANPA-AAAA ink 
committee’s recommendation. 


> H. F. Grumhaus, the Chicago 
Tribune’s production manager, dis- 
cussed the projects on which re- 
search is under way to give news- 
papers the mechanical ability for 
more economical and better quality 
color printing: 


© Better stereotype mats and plates 
must be developed; their shrinkage 
is the newspapers’ most serious 
source of trouble. 


e Faster methods for producing 
color separations and _ processing 
color engraving plates are being 
sought. 


@ Photo-mechanical methods of re- 
production need improvement. 


® Methods of registering should be 
simpler and more accurate. 


e There is a need for inks which 
would produce richer tones, dry 
quickly and lay on top of the sheet. 


No mechanical improvements, 
however, will eliminate the basic 
need for the right kind of artwork 
and for teamwork between all 
newspaper departments, Mr. Grum- 
haus pointed out. 


> What ANPA is doing toward im- 
provements on r. o. p. color printing 
through studies by its Research In- 
stitute was reported by the Insti- 
tute’s president, Franklin D. Schurz. 

Two color studies are now under 
way: 


1. The Institute hopes to find the 
best way to utilize the materials and 
equipment now available, so that 
the reproduction of advertisements 
will be uniform in all newspapers. 


2. A long-range examination of 
color separation filters, so that fil- 
ters may be developed which will 
permit consistently better reproduc- 
tion. 

Work is being done on developing 
a mat with extreme dimensional 
stability. Work is also going forward 
on direct plate printing which 
would solve the problem of dimen- 
sional stability, as well as provide a 
uniform plate level. 

To quote Mr. Schurz, “The ANPA 
Research Institute is experimenting 
with relief offset, both from mag- 
nesium plates and from_ stereo 
plates. Either of these processes 
offers further advantages for the 
use of color, chiefly because the 
inks will lay down on newsprint 
better through use of the offset 
principle than by the conventional 
letterpress process.” The relief off- 
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set process also “holds promise for 
economy of inks, coupled with ap- 
preciable reduction of ink misting.” 
The Institute is also interested in 
means of whitening newsprint and 
in solving the problem of ink con- 
trol on the presses, which is espe- 
cially troublesome in color printing. 
However, “it is more important to 
give newspapers a means of repro- 
ducing consistently good quality 
color pictures than it is to seek 
means of further improving the 
quality,” the Institute believes. 


> Because the canned food market 
is one of the most competitive to- 
day, Libby, McNeill and Libby has 
chosen r.o.p. color to play a major 
role in its advertising campaign. 
Libby’s A. J. Maleske pointed out 
the unique advantages of r.o.p. color 
to a food processor: 


e It gives good appetite appeal and 
impact to a selected mass audience 
at the local market level. 


e It gives strong brand identifica- 
tion. 


e It has flexibility, which makes 


concentration on key markets pos- 
sible. 


e It is a useful merchandising tool, 
producing grocer cooperation. 


e It is timely. 


Newspaper cooperation in pro- 
viding extra merchandising support 
is necessary, however, for an effec- 
tive r.o.p. color program. Mr. Ma- 
leske noted the company has re- 
ceived gratifying support in the way 
of contacts at the store level, direct 
mail, product samplings among key 
buyers and displays. 

Libby, on the other hand, is doing 
everything possible to tell its r.o.p. 
story to the trade. It circulates 
jumbo postcards, r.o.p._ reprints, 
home economic releases, broadsides 
and gimmicks. 


> The vitality of the conference 
boded well for the future of r.o.p. 
There are, indeed, problems to be 
solved, but there seems to be a 
broad willingness to work together 
to bring this rapidly-growing tech- 
nique to new heights, and to make it 
a greater factor in advertising. 44 
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Tilt-Top Table ... For layout and 
stripping, Zarkin Machine Co. has de- 
veloped this small desk that adjusts 
from flat to a 30° angle. Top is lighted 
by inner fluorescent tubes. 


Inexpensive Light-Table 
Developed for Engraving 


A new layout and stripping table 
has been developed by the graphic 
arts division of Zarkin Machine Co., 
Long Island City, N.Y. Designed for 
engraving shops as well as art de- 
partments, the tilt-top table meas- 
ures 23x34”, tilts from flat to a 30 
angle. The heavy translucent glass 
is lighted by fluorescent tubes which 
give strong, even diffusion, the com- 
pany states. Two knobs control the 
angle of the top. 

The table is recommended for the 
preparation of flats for press plates, 
combining negatives, opaquing, trac- 
ing, ruling of business forms, squar- 
ing up, lining up and other work. 

The squared-up top contains a 
handy pencil tray in its forward 


edge. The table sells for $185. The 
Lewis Precision Litho-Ruling and 
Stripping Table attachment fitted 
to the table is optional equipment. 
Further details are available. 
For your copy circle No. 316 on the 
Readers’ Service Card inside back cover 


Unusual Campaign Builds 
Convention Attendance 


In preparation for the 60th con- 
vention of the American Photoen- 
gravers Assn., held in Detroit on 
October 8 to 10, a series of seven 
mail pieces was used. The invita- 
tion was a 12%x18” French fold, 
while the six follow-up pieces, 
mailed at intervals of five or six 
days after the invitation, were 4x8”. 

Art direction on the series was 
by Robert W. Washbish, with San 
Francisco artist John Blazen doing 
the drawings. The engravings for 
the invitation were prepared by De- 
troit Colortype Co. and Wayne 
Colorplate Co., Detroit, while Oak- 
land National Engraving & Gravure 
Co., Oakland, did the rest. All were 
letterpress printed by Taylor & 
Taylor, San Francisco, from 100- 
line copper halftone plates. Lee’s 
Teton Cover was used on the invi- 
tation, and Strathmore White Pastel 
Book on the follow-up pieces with 
Pacific Ink Co.’s Dullset used 
throughout. 

Each of the follow-ups carried an 
animal drawing and headline, with 
the inside amplifying on the related 
virtues of Detroit. 44 
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If proper manufacturing techniques are employed, plastic plates can be 
made which reproduce newspaper advertisements better than any other 
method. Outlined here are the materials and methods used by Reilly 


Electrotype Division for the consistent achievement of these results. 


The most important step in plastic plate manufacture is Every PLASTICTYPE that we produce is inspected 
the making of the pattern plate. This pattern must be 


absolutely faithful to the foundry lock-up. The only proven 
molding medium that can accomplish this is Vinylite . . . 
every other molding material loses three times as many of 
the tonal values. 


microscopically by men who are trained to accept nothing 
but flawless precision in dot structure, type formation, 
plate thickness and depth. Proofs are pulled at every 
critical stage in the process for checking and quality com- 
parison. 

Reilly believes that the preparation of the pattern plate 
is a most important quality factor. For this reason, Reilly 
spends extra time and money on functions not considered _ that they don’t measure up to Reilly standards, act accord- 
necessary by other electrotypers. For example, Reilly isthe ingly. There’s no point in paying prevailing prices for 
only electrotyper in the industry employing pressmen and _ low-grade products! 
engravers to assure quality control and to check Reilly iat , 

q : net , Remember that at Reilly every PLASTICTYPE mailed 
standards, including depth of fifty-five thousandths of an ’ : seat 
: to newspaper publishers is the same top quality for the 
inch in open areas. These men know — and remove the ' 
same price ...and delivered on time. 
trouble spots that will show up on the newspaper press. 


We suggest that you inquire into the materials and 
methods of your plastic plate manufacturer. If you find 


The stumbling block for many electrotypers is the fe- 
male matrix used to mold plastic plates. Reilly really has -------------------- 
the secret in its DURAMATRIX. The molding quality of “T 
the Reilly DURAMATRIX is truly remarkable. REILLY ELECTROTYPE DIVISION 


: 305 EAST 45TH ST., NEW YORK 17, N. Y. 
The molding machinery used to make plastic duplicates 


must maintain temperatures and pressures within very 
close limits . . . this means electronic control. Since such 
machines were not available commercially, we designed 
and built our own—to highest specifications. 


|] Please send free booklet ‘The Truth About PLASTICTYPES.”’ 
_] Please have Representative call to give me full details. 


Firm 





Street 


vou can reauy Rev ON Reilly Plastictypes | e»——  — ——s-___s.__ 
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\-LaRoche Dares 


A doctor, more than any other 
professional man, receives more di- 
rect mail advertising, information 
and samples than he can possibly 
absorb. When the sheer volume of 
this mail from pharmaceutical man- 
ufacturers becomes somewhat of a 
burden to him, he or his secretary 
oftentimes resolve the problem by 
tossing the whole kiboodle into the 
nearest waste basket. 

In an attempt to lighten the gen- 
eral practitioner’s mail burden and 
still provide him with information 
and drugs he needs, Hoffmann-La- 
Roche Inc., Nutley, N. J., solved 
the problem in handsome fashion 
with larger, more comprehensive 
mailings at less frequent intervals. 

This approach—consisting of a 
letter, reply card, product informa- 
tion booklet, an antique map and 
eight samples, all inserted in a 
large, arty package—not only has 
won over the overburdened doctors 
but has also won for Hoffmann-La- 


36 ° Direct Advertising 


Roche the Gold Mail Box, top 
award of the Direct Mail Advertis- 
ing Assn. 

The response to the multiple- 
product sampling was striking. As 
many as 15,000 favorable comments 
and more than 8,000 requests for 
additional copies of the antique 
maps have followed a single mailing 
to 55,000 general practitioners. 

Comments ranged from “Halle- 
lujah!” and “Hooray!” to “Some- 
body is finally getting smart.” Or 
“At least I look forward to it in- 
stead of throwing it in the basket.” 
And “I like the idea of a box of 
samples all at one time rather than 
a few now and then.” 

And doctors’ secretaries, who 
often control what mail the physi- 
cian eventually sees or doesn’t see, 
indicated they looked forward to 
the mailings and passed them on to 
the doctors. One secretary added a 
postscript, “It appeals to me too.” 
Another doctor wrote, resignedly, 


“Sent in this way there is some 
hope of it not being discarded be- 
fore I see it.” 


> Five map mailings, sent out at in- 
tervals between Aug. 1, 1955, and 
July 31, 1956, contained samples 
varying with the season and the 
practice (the fourth and fifth were 
split mailings, one to 55,000 general 
practitioners as usual, the others to 
6,200 pediatricians, who received 
pediatric specialties and pinpointed 
product information booklets). 

While each mailing was artisti- 
cally different, all were standard- 
ized as much as possible. 

For example: 


e The letters . . . Each was stand- 
ard size, 82x11”, rewritten for each 
mailing, signed by Robert A. Hardt, 
Hoffmann-LaRoche v.p., but con- 
taining essentially the same infor- 
mation, “New approach . . . less 
mailings occasional supple- 





to be Different 


Any campaign which the DMAA honors with its 


Gold Mail Box is worth studying, and this 


especially neat program is no exception. 


mental brief announcements or 
samples,” and a postscript mention- 
ing the antique map. Each letter 
was folded in half, and the outside 
had a simulated handwritten mes- 
sage, asking, “Do you like this new 
approach?” or something in a sim- 
ilar vein. 


e The reply cards .. . All were the 
same, 344x5”, asking for comments, 
in addition to having checkmark 
boxes, where the receiver could 
mark, “It appeals to me,” “I don’t 
approve,” and “I should like an- 
other copy of the map.” Most of the 
ecards which AR saw had laudatory 
comments plus checkmarks for “ap- 
peals” and “another map, please.” 


® The maps .. . The three first 


, 


maps, each 1342x17”, were, in order, 
a 1670 version of the world by 
Overton of London, a 1098 religious 
map of the Near East by Ortelius, 
and a 1617 map of the British Isles. 
The two last maps, 14x18” and 
14x1610”, were a 1610 version of 
the Americas by Mercator-Hondius 
from Amsterdam and a 1690 map 
of the world by Danckert. To the 
Mercator map was attached a 
614x812” sheet containing informa- 
tion about the artist, publisher and 
features of the map—accuracy, in- 
accuracy, and “first to call the Pa- 
cific by name.” All maps were 
antique-coated on the printed side. 


@ The booklets ... Here there was 
no standardization. One booklet was 


a 3'4x5” ten-page gatefold with a 
green and white cover, black type 
inside with green headings. An- 
other was 4'4x6” with 20 pages 
printed in beige, gray and black. A 
third, 24-pages measuring 412x7”, 
was printed in green and black. All 
three were horizontal. 

Booklets for the fourth, to gen- 
eral practitioners and pediatricians, 
were different. The one to general 
practitioners was 52 pages thick, a 
5x8” vertical, with a blue-and- 
white coated oversize cover and 
black type with blue headings in- 
side. Pediatricians received prac- 
tically the same package as general 
practitioners, except for the samples 
and booklet. The pediatrician. re- 
ceived a 16-page 4'%x9” vertical 
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natural color post cards 


COURTESY STANDARD ENGINEERING 
FT. DODGE, IOWA 


ADD EXTRA IMPACT 
TO ANY SALES PROMOTION! 


Use Dexter's attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
cord quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 
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AND 1°' CLASS LETTER 
TOGETHER IN 


ways 


(One us 
UU ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Plap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ways 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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booklet, uncoated cover, coated 
stock inside, no color used. Both 
booklets were repeated for the fifth 
mailings to each, and, of course, 
different samples. 


© The packages .. . Basically, these 
were uniform in size throughout 
(7x15x1%”’) but with a tastefully 
executed central art theme which 
tied them all together. The doctor’s 
caduceus, two intertwined snakes, 
was used on all five packages. One 
was a simulated woodcut, another a 
stone engraving, the third a multi- 
colored rendition, and the others 
imitating relief sculpture, a mosaic. 
Some were printed on offset stock, 
others on 70-lb. coated. 

The theme was repeated on the 
inside cover with a 7x15” version 
of the mosaic or woodcut or what- 
ever it happened to be, but in 
different colors than the outer top 
cover and with different subject 
matter in the three ovals created by 
the entwined snakes. For example, 
instead of the outside pestle, there 
was an inside listing of “Principal 
Roche Centers.” Or the outer pre- 
scription symbol was replaced in- 
side by “Achievements of Roche 
Research.” The center oval inside 
was usually an outline map of the 
Americas replacing the Hoffmann- 
LaRoche symbol used outside. 


> These packages were designed by 
Norman Vineis of Norman Associ- 
ates, New York. Other campaign 
credits: E. J. Trum Inc., Brooklyn; 
Colyer-Roux, Newark, and Ramapo 
River Printing Co., New York. 

Ira Contant, Hoffmann-LaRoche 
advertising manager, who handled 
the entire campaign, including 
ferreting out the antique maps in 
Manhattan, pointed out that while 
larger, less frequent mailings was 
the approach in this instance, Hoff- 
mann-LaRoche has not abandoned 
smaller, more frequent mailings, of 
necessity. However, the new ap- 
proach is one way to cut down on 
some mailings. 

For example, Hoffmann-LaRoche 
and doctors still like the quarterly 
Audubon calendars and still find a 
need for such diversified “single- 
tons” as lone product sampling, 
self-mailers such as reprints of the 
daily calendar ad or the yellow- 
ruled note paper ad LaRoche had 
in medical journals, the monthly 
service publication Therapeia and 
reprints of medical journal articles 
(“physicians discard the advertising 
material but file the reprints”). And 
they keep blotters, sent as a re- 
minder, especially if it’s a Steig car- 
toon showing mother, doctor and an 
inquisitive child who asks, “Is this 
the therapeutic dose or just main- 
tenance therapy?” 44 


Requirements 


Sorwes Management 
On Shows & Exhibits 


With electronics and other aids pro- 
viding new methods of showmanship 
to advertising, advertising managers 
and others planning trade shows and 
exhibits look to AR for ideas, “how- 
to” articles, and new developments 
they can use. Following are typical 
articles that have helped build intense 
readership of AR every month: 


“Closed Circuit TV’’ 
“Redesigning an Exhibit 

Pays Off’’ 
“How to Make Fair Exhibits 

Pay Off’ 
“Budgeting for Trade Shows” 
“Fairs as an Advertising 

Medium” 
“Trade Show Trickery” 
“Yale Puts Its Show on the Road’”’ 
‘Maturity for Trade Show 

Exhibits” 


Sells Management 
On Shows & Exhibits 


Grouped together with top articles on 
how to stage shows and exhibits, ad- 
vertisers’ messages outlining values of 
their products and services naturally 
get intensive readership and response. 
Among AR’s current advertisers are: 


Middle West Display & Sales Co. 

Exhibit Management Associates 

Hollywood Banners 

Sho-Aids, Inc. 

Gibraltar Corrugated Paper 
Company, Inc. 

Lewis Barry Inc.—Trade Show 


Exhibits 
Sheraton Hotels 
Advertising Trades Institute, Inc. 
Capex Company, Inc. 
General Exhibits and Displays, Inc. 


If shows and exhibits are either 
your problems or your products— 
turn to AR for results! 


Adwertising 
Requirements 


200 E. ILLINOIS ST. « CHICAGO 11, ILL. 
Published by the publishers of ds 
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The Role of Agencies 
In Direct Mail 


DMAA CONVENTION REPORT: Recognizing the increasing importance 
of the advertising agency in the direct mail medium, the DMAA de- 


voted a large part of its recent New York meeting fo this topic; here 


are some highlights. 


By Dick Hodgson 
AR Executive Editor 


Once almost the private property 
of advertising managers, direct mail 
has definitely become a major ele- 
ment of agency service. This fact, if 
not already obvious, was clearly 
underscored during the 1956 con- 
vention of the Direct Mail Adver- 
tising Assn. in New York. 

Sandwiched between a wide vari- 
ety of sessions on subjects ranging 
from brainstorming to how to write 
modern letters was “The Impor- 
tance of the Advertising Agency in 
Creating Direct Mail” the first 
time DMAA has devoted one of its 


convention sessions to agency activ- 
ities. 

A full house heard agency men 
Ernest Byfield Jr., Ellington & Co.; 
Colin Campbell, Campbell-Ewald; 
Harry Deines, J. Walter Thompson; 
Ferd Ziegler, McCann-Erickson, 
and Maurice W. Nichols, Roberts & 
Reimers, clearly make the point 
that agencies are not only already 
extremely active in direct mail ad- 
vertising, but they'll become even 
more active in the future. 


> Just how active are agencies in 
this once neglected medium? To set 
the pace for the DMAA agency ses- 
sion, R. L. Polk & Co. conducted a 


special survey and came up with 
the possibly surprising fact that 
agency-produced direct mail has in- 
creased 64.6% in the last four years. 
The survey drew 278 replies from 
a mailing to 1,316 agency presi- 
dents and showed these results: 


© All agencies replying create con- 
sumer and trade direct mail. 


e The average number of clients 
using direct mail services of the 
agencies reporting was 15: the 
median, 12. 


® The list of clients using these 
services — each agency was asked 
for two “important” clients — in- 
cluded hundreds of top national 
advertisers including Alcoa, Bor- 
den, Chevrolet, Cadillac, Dow, du 
Pont, General Electric, Westing- 
house, IBM, Hercules Powder, 
Minnesota Mining 


@ Based on a rating of 100 as direct 
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mail services provided clients in 
1952, the growth picture showed: 


123.2% 


164.6% 

point is,” summarized 

agency man Byfield, who presented 

the survey results, “agencies are 

participating heavily in direct mail 
preparation.” 


> This point was emphasized 
throughout the program by many 
speakers: 


Colin Campbell .. “Direct mail 
advertising is considered as a full- 
fledged member of our media fam- 
ily. Its importance is evidenced by 
the fact that direct mail is placed 
on the table for the consideration 
and careful scrutiny of top level 
management at the very outset of 
any advertising campaign. 

“The same creative talent who so 
carefully direct the art and copy 
preparation for other national space 
advertising are responsible for see- 
ing that every effort is made to ap- 
ply basic creative advertising 
‘know-how’ to direct mail. Direct 
mail is capable of delivering an ef- 
fective and stimulating appeal to 
potential customers. We want to see 
that it does that. Therefore it de- 
serves the time of our top creative 
talent.” 


New Process Permits 
‘Sell With Smell’ Mail 


The growing popularity of a new 
procedure from Fragrance Process 
Co. Inc., may start a trend toward 
testing the smell as well as the 
“sell” of direct mail programs. 

A quite possibly potent tool in the 
field of advertising, the FPC proc- 
ess consists of a jelly-like com- 
pound that can be impregnated with 
any scent from peach to putty. Al- 
though the substance is not an ink, 
it is applied by letterpress, offset, 
gravure, etc., in much the same 
manner as ink is applied to printing 
paper. 

The possibilities of a “smell that 
sells,” are apparently endless since 
the company lists chocolate, cookie, 
strawberry and tobacco among the 
many odd scents possible as well as 
any perfume or flower fragrance. 

Among the unusual applications 
of the process already used by es- 
tablished companies in the pursuit 
of scented mail have been the fol- 
lowing: 


e “Maple Syrup” letters from Log 
Cabin Syrup Co. 


e “Fresh-C ut Grass” brochures 
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Harry Deines . . “It is a fact that 
for many years direct mail de- 
veloped with little or no help from 
the advertising agencies. During 
these years, direct mail became an 
important and continuing medium 
for many advertisers. And it be- 
came a here-today and gone-to- 
morrow medium for others. 

“Now it seems to me that direct 
mail users and publishers will pur- 
sue the course of developing closer 
working relationships with adver- 
tising agencies as they see ad- 
vantages in doing so.” 


Ferd Ziegler .. “Direct mail not 
only requires top-notch creative 
ability, but it requires specialists. A 
few years ago the idea of hiring a 
top-notch specialist for direct mail 
in an advertising agency would 
have labeled me a misguided fa- 
natic, an impractical fool. 

“But the situation is changing. 
Today at McCann-Erickson we 
have a staff of such specialists. This 
idea of direct mail specialists is, 
unfortunately, still considered a 
folly in many agencies, but their 
numbers are waning as more and 
more get on this bandwagon.” 


Maurice W. Nichols . . “More and 
more companies throughout the 
nation are integrating sales, adver- 


from Warner Lambert Pharmaceu- 
ticals to attract medical attention to 
a new anti-asthmatic drug. 


e “Spruce-Pine” catalogs from 
Ideal Shirt Mfg. Co. for an outdoor 
clothing line. 


In addition to these, the FPC 
compound lends itself well to per- 
fume and cosmetic companies wish- 
ing to “push” a certain scent. 

The use of the process means, of 
course, that Christmas mailings can 
smell “Christmasy” with the scent 
of evergreens, etc., but even here 
the advertiser can go as far as his 
imagination. 

As proof of this, the FPC com- 
pany points to one enterprising ad- 
vertiser — the A. I. Morrison Co., 
Cleveland — who obtained an ex- 
clusive on a blending of Frankin- 
cense and Myrrh (a legendary for- 
mula dating back to the year 1 
A. D.) for its special Christmas 
promotion. 

Literature from the company on 
this process includes a formula for 
ordering the correct amount of the 
compound and a list of special in- 
structions for the printer’s informa- 
tion and guidance. 


yc copy No. 327 on _ the 
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tising, sales promotion, sales man- 
agement, and research into an over- 
all market expansion operation — 
with the advertising agency conse- 
quently shouldering more and more 
responsibility. It goes without say- 
ing that direct mail already plays 
quite an important role in this 
over-all development. It’s equally 
evident, I believe, that both the 
people in direct mail and the people 
in advertising agencies can work 
more effectively as team-mates than 
as separate enterprises. 


“When there is a job in the total 
marketing program of a company 
that direct mail can do more effi- 
ciently and economically than 
newspapers, magazines, television 
or radio, it makes sense to include 
direct mail in the agency’s recom- 
mendations on the same_ equal 
fronting as any other media — to 
contract it for the agency’s clients 
on the same criteria of cost-per- 
thousand of market coverage — to 
evaluate it — not as a separate 
activity — but on the basis of di- 
rect mail’s contributions to the 
growth of the business as a whole.” 


The highlight of the session was a 
speech on “Creativity in Direct 
Mail” by Fred Ziegler. Because it so 
clearly pin-points some of the ma- 
jor problems in direct mail, AR will 
present it next month. a4 


Booklet Gives Pointers 
On Reviving Accounts 


Samples of actual letters and the 
results they produced are contained 
in “How To Revive Inactive Ac- 
counts,” a booklet published by 
Mailograph Co., New York. 

The booklet is based on the idea 
that “Your Inactive Customer is Your 
Best Prospect,” and the letters, while 
varying widely in style and format, 
all contain the following basic for- 
mula: 


e It is a long time since we’ve heard 
from you. 

e Please tell us what is wrong. 

e Use the convenient, postage-free 
envelope. 


Bound in a loose-leaf format for 
easy removal and insertion, most of 
the letters in the Mailograph booklet 
were awarded prizes in national 
competitions. 44 


New Mail Machine 
Stuffs and Seals 
A new machine that reduces mail 


costs by stuffing, counting, stacking 
and sealing envelopes in one auto- 
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ooth Vellum Finish, Basis 65. 
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Yes, when it comes time for annual 

reports, Alamo Text and Cover are being 
specified more than ever before. This 

fine sheet combines the versatility needed for 
the many requirements of the annual 
statement with the performance top 
management demands in this most 


important yearly publication. 


The color is superb. 
The feel is “financial.” 
The opacity is remarkable. 


The press handling is ideal. 


For IMPORTANT printing of all kinds, 
specify ALAMO 
both Text and Cover 
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courtesy Texas Instruments 
Corporation, which selected 
Alamo Text and Cover 

for its beautiful 

1955 annual report 





Available in three weights: 

Basis 17 x 22 24, 28, and 32. 

Smooth Vellum Finish in stock. 

Other finishes available promptly from the mill. 
22% x 35 25 x 38 
38 x 50 35 x 45 


Available in two weights: 
Basis 20 x 26 65 and 80. 
Smooth Vellum Finish in stock. 


Other finishes available promptly from the mill. 


20 x 26 26 x 40 
23 x 35 35 x 46 
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matic operation has been developed 
by Cummington Corp., Boston. 

Available in one, two, three and 
four station models, the Cummington 
Mail Inserter is said to be capable 
of handling over 30,000 stuffed and 
sealed envelopes in a variety of sizes 
per day. 

The machine itself is compact and 
quiet enough to be operated in any 
office. It operates on any 110-volt, 
60 cycle line, the company says. 44 


Catalog Sells 
Customers’ Wares 


If you want to increase sales, one 
way of going about it is to help 
your customers increase their sales. 
And Pemco Corp., Baltimore, man- 
ufacturer of the raw materials used 
in ceramic coatings, has found an 
interesting way to do it. 

Pemco’s customers are the mak- 
ers of china, a product that has 
been used as a premium for more 
than 50 years, but whose position 
has often been threatened by pro- 
motions of newer and more glamor- 
ous items. To help build the market, 
Pemco has just released its “Pre- 
mium Book of Ceramic Ware.” 

This 57-page, spiral-bound leath- 
erette book is aimed at the sales 
promotion manager of major appli- 
ances, pointing out that chinaware 
has a natural tie-in with kitchen 
appliances, and that these products 
dramatize the porcelain finish used 
on the equipment. 

The body of the booklet is made 
up of catalog sheets supplied by 
various manufacturers, fifteen of 
whom have cooperated in the book- 
let. Most of the sheets are in full 
color. 

Prices are not included. If a sales 
promotion manager is interested in 
any particular line, he can use one 
of the postcards bound into the 
booklet, which he mails directly to 
the company concerned. 

Copies were sent to more than 
200 appliance manufacturing com- 
panies. Sales promotion, advertis- 
ing and marketing managers who 
did not receive the initial mailing 
can get a copy by writing the ad- 
vertising manager, Pemco Corp., 
Baltimore 24. 44 


Learning to Hate People? 
Kit Helps Avoid Them 


If you’re behind in your work be- 
cause problems accompanied by 
people who want advice keep in- 
terrupting you, you might be in the 
market for one of the “Personal 
Management” kits recently avail- 


able from direct mail consultant 
Franklin C. Wertheim. 

Owners of this kit receive ten un- 
debatable answers to time-consum- 
ing problems such as “How Can I 
Make Money?,” “What Can I Do 
About Marriage?,” or “How Can I 
Beat the Income Tax?” 

Possession of the set enables ad- 
men who once were quietly going 
stark, staring mad because of con- 
stant “personal problem” interrup- 
tions, can now simply hand out the 
appropriate card and go on peace- 
fully with their work. 

The set has ten cards with one 
problem devoted to each card. The 
face of the card contains the ques- 
tion, while the back bears a hu- 
morous cartoon and the answer. 

The name of the company issuing 
the set is printed on the back of 
each card and a complete advertis- 
ing message is imprinted on card 
No. 10 which bears the question, 
“How to Come Out on Top.” 
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GOA Gadget Mailings . . . First in a di- 
rect mail series used by GOA to promote 
New York area, miniature poster con- 
tains two tickets to ride the New York 
showing. 


GOA Uses Direct Mail 
In New York Campaign 


A successful sales promotion con- 
ducted recently by General Outdoor 
Advertising featured a series of 
gadget mailings designed to pro- 
mote interest in the company’s New 
York City poster locations. 

The first of these mailings — and 
destined to be the only one if re- 
sults were not as desired — con- 
sisted of two simulated theater 
tickets which fit into a slot on a 
6x4” outdoor panel. The tickets in 
the miniature poster were invita- 
tions to executives to “Ride the 
New York Poster Showing.” 

Results of this mailing were 
favorable enough, according to 
GOA, to go ahead with four addi- 
tional mailings. 

While one of them is a useful 
blotter made outstanding by a tiny 
compass held in a die-cut hold, the 
other mailings in the series have 


431 S. Dearborn St. @ 


she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a Lilet Shop 1. 


Chicago 5, Illinois 
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Useful Reference Source for 
@ Libraries @ Universities @ Publishers @ Manu- 
facturers @ Mailing List Houses @ Sales; Adver- 
tising, Public Relations and Research Executives. 
EXAMINE FREE 10 DAYS 


ENCYCLOPEDIA OF AMERICAN ASSOCIATIONS 
Listing 5,162 Trade, Business, Professional, 
Wholesale, Retail, Scientific, Educational, Social 
Fraternal Associations \Societies, and Chambers of 
Commerce (local, state\. national and foreign). 
Gives address of national “headquarters; executive 
secretary; number of members, staff and local 
groups; description of membership and purpose. 
Useful guide for research, mailing lists, publicity, 
general reference, etc. Price — $15.00, including 
two supplements. 

Sent on approval for 10 days FREE trial exami- 
nation. Order from: GALE RESEARCH CO. 
247 Kenworth, Rm 2011, Columbus 14, O. 


| eT ET 
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“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
iuirissy BUREAU 


165 Church Street, New York 7, N. Y. 
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tended toward novel shapes and 
pictures to capture prospect interest 
as, for instance, the one asking, 
“Opened Your Mind to Outdoor 
Lately?” This shows a worried ad- 
man with four levels of hair — 
each peeling back to reveal outdoor 
ad messages — and the company’s 
telephone number printed on his 
bald pate. 

Another is a bottle-shaped cutout 
with a scotch-taped label reading: 
“How to Get the Most Out of This 
Bottle.” Inside the bottle is a 
“G.O.A. Mandatory” of outdoor ad 
ingredients, and a “Yuletide recipe” 
for otherwise sluggish sales promo- 
tions. 44 


Booklet Gives Highlights 
On DA Market Research 


To show some of the results of its 
marketing research program for di- 
rect mail people, Milton S. Stevens 
Inc., Manhasset, N. Y., is offering a 
fact-filled booklet on Kalamazoo, 
Mich. 

A profile of a market for direct mail 
efforts, the booklet lists the unique 
and economic facts of Kalamazoo in- 
cluding a map showing new building 
activity and another one diagrammed 
to show “who’s moving where.” 

The inside cover of the booklet 
contains an offer to make an indi- 
vidual company analysis of the Kala- 
mazoo market. 


r 


New Underwood Booklet 
Describes a ‘Tizzy’ 


What is a “Tizzy?” According to 
a clever booklet being used for a 
direct mail campaign by Underwood 
Corp., New York, a “tizzy” is a 
predicament you would rather not 
be in at all! 

The Underwood booklet compares 
it roughly to the physical situation 
of a box without an opening and 
illustrates this by showing a “tizzy” 
with a man stuck in it. 

Copy in the booklet states that 
this man is in a “business tizzy,” 
trying to cut expenses. 

Fortunately, the Underwood 
Corp. solves the dilemma by send- 
ing a systems specialist with a key 
to the box in the form of cost-re- 
duction suggestions. 

The Tizzy booklet can be sent 
out “as is” without special envelope 
since half of the front cover is re- 
served for name, address, etc. The 
back cover of the booklet is a busi- 
ness reply card with room for 
checking the kind of “tizzies” ex- 
ecutives want to avoid. 44 
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Profitable Rule-Breaking .. . 


Direct Mail Campaign 
Ups Sport Car Sales 


By George L. Griffin 
Advertising Consultant 
Dayton, O. 


Rules, somebody said, are made to 
be broken. Somebody was right. I 
don’t know who takes the time to 
make up these rules, but someone 
had given birth to the one that 
“direct mail doesn’t work for car 
dealers” and the rule had been 
passed along to Motor Imports Inc., 
an imported and sports car dealer in 
Dayton, Ohio. 

Fortunately, the president of the 
Motor Imports firm, Bill Pickrel, 
cared little for rules and the like 
(including those early predictions 
that small foreign cars would never 
become popular in the United 
States) and did not think me mad 
when I suggested that direct mail 
might be the answer to his adver- 
tising problem. 

And his problem was not the 
same as the typical new car dealer’s 
problem. First, there was the matter 
of budget. Sports cars are not the 
volume business that more con- 
ventional automobiles are. Also, 
contrary to popular belief, the profit 
per unit is not spectacular. We ar- 
rived at, based on projected sales, 
a budget of $180 per month includ- 
ing his classified advertising on 
trade-ins. Second, there was the 
matter of reaching the right group 
of people. The right group of peo- 
ple would be buyers. This is not as 
simple as it seems. Sports car buyers 
are, for the most part, a separate 
and distinct group. We know this. 
We know they’re separate and dis- 
tinct from the masses in their tastes. 
Their likes and dislikes. Their 
thoughts. Their values. But they’re 
inseparable from the masses in their 
income, their occupations, their 
family status. 

The solution to this problem came 
naturally. It was the only logical 
solution. It fairly screamed of logic. 


> A monthly publication, now in its 
ninth month of issue, was born. 
Advertisements in mass-media, re- 
ports from imported car manufac- 
turers and other dealers indicated 
that not one in one hundred pro- 
spective car buyers was a prospec- 
tive imported car buyer. We had to 
sift these rare ones out, then tell 
them our story. 

The plan was this. First, to cap- 


ture the audience. To acquire a list 
of names of those individuals with- 
in Motor Imports’ market area who 
were either undeniably imported 
car prospects or potentially so, 
through development. Small ads ap- 
peared in local newspapers: 


FREE! 

Year’s Subscription to 

IMPORT REPORT 

Monthly Journal of News 

of Sports and Imported Car Activi- 
ties in the Miami Valley. 

Print name and address. 

Send to.... 


Hundreds of names poured in. We 
had used a mass-medium to sift 
out those few potential customers 
who had at least enough interest 
in foreign cars to want to read about 
them. 

Motor Imports salesmen were in- 
structed to mention to each and 
every “looker” the new publication. 
Additional names were secured. 


> The first issue of Import Report 
appeared. Three or four hundred 
received it. There were phone calls 
and letters. The readers liked it. 
It was an eight-page mimeographed 
job, neatly done. It was packed with 
news, pictures and stories on im- 
ported cars. It followed club ac- 
tivities, races, sports car rallies. The 
readers liked it. The aficionados 
were reminded to rely on Motor 
Imports for service and accessories. 
The not-yet-initiated, but  inter- 
ested, were introduced to the glam- 
or, the spirit, the fun of the sports 
car, through reading of the fun 
others were having in their foreign 
cars. The “sell” was handled nicely, 
after the first issue, by readers who 
wrote in to enthusiastically tell of 
their cars. 

Import Report is a little slicker 
now. It’s lithographed and_ vari- 
typed, with halftones. But it is still 
eight pages. The number of readers 
grows with each issue as present 
readers tell friends, as prospects 
leave their names and as the sports 
car fever continues to “catch.” 

At Motor Imports, orders for 
Volkswagens, the firm’s Number 
One car, are booked up over two 
months in advance. On an amazing- 
ly low budget, this car dealer has 
captured his own special market 

..and “sold” it... with direct 
mail. 44 





The heart of the matter 


. PHOTOGRAPHY 


Color prints for layouts? 


Why not! 


You want your client to get the original 
illustration’s full impact—its subtleties 
of color, facial expressions as they are, 
lifelikeness of texture and tone. 


But the cost of it? 


That’s no problem now. The new Type C 
and Type R Kodak Color Print Mate- 
rials take care of that. 

Photographers are doing remarkable 
things with Type C—producing prints 
of high quality suitable for photome- 
chanical reproduction. At the same time, 
Type R yields inexpensive color prints 
for supplementary purposes when the 


final reproduction is to be from a trans- 
parency. 

Such color prints, from good color 
negatives or transparencies, can help 
you sell your layouts. 


Part of a 

whole new color concept 

Type C Color Print Material is the posi- 
tive half of a negative-positive process. 
Using the remarkable new color nega- 


“tive Kodak Ektacolor Film, your 


photographer can give you beautiful, 
full-range prints on Type C paper. And 
you can have giant display transpar- 
encies, too—big as the Kodak Colorama 
in Grand Central Terminal, if you like 
on Kodak Ektacolor Print Film. 


For prints from transparencies 


Many art directors prefer to reproduce 
from Ektachrome transparencies. In such 
an event, if you also need a print, your 
photographer can give it to you with the 
Kodak Dye Transfer Process. If you 
need less critical prints for layouts and 
supplemental material, you'll find Type 
R Kodak Color Print Material entirely 
adequate for such purposes. Both can be 
made from Ektachrome transparencies. 

Type R entails a reversal process which 
produces prints that do very well for 
many promotional and sales uses, and 
at low cost. 


Color prints have many uses 


These new Kodak ways to color give 
you, your client, and your photographer 
great freedom of choice, often at sub- 
stantially lower cost than ever before. 
You can use inexpensive color prints in 
layouts, demonstration kits, sales kits, 
and presentations. You can reproduce 
from transparencies or Type C or Dye 
Transfer prints. You can create illu- 
minated displays. 

The man who knows is your photog- 
rapher. He can tell you when to use any 
one of these Kodak color processes-— 
Type C, Type R, Ektacolor Print Film, 
Dye Transfer. We suggest you consult 
him. 


GOOD PHOTOGRAPHY IS ADVERTIS- 
ING’S BIG BARGAIN. COLOR MULTI- 
PLIES THAT BARGAIN—STOPS THE 
EYE, SETS THE MOOD, STARTS THE 
SALE. You can use more of it. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 
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At Christmas — 
It’s good business to give the finest 


Seagram’s 7 Crown in its new Cen- 
tennial Decanter and Seagram’s V.0O. 
are available at your liquor dealer’s in 
handsome holiday gift cartons. Each is 
a superb business gift, for each is the 
finest and most popular whiskey of 
its kind. 


New Idea For Gift Giving — You can 
send Seagram’s 7 Crown and Seagram’s 
V.O. to friends and business associates 
in 30 states. For information, contact: 
Beverage Gift Service, Dept. S-2, City 
National Bank Bldg., Beverly Hills, Cali- 
fornia. CRestview 1-6286. 


Give Seagram's and be Sure 


SEAGRAM'’S V.0. CANADIAN WHISKY—A BLEND OF RARE SELECTED WHISKIES. SIX YEARS OLD. 86.8 PROOF. 


SEAGRAM'S BLENDED WHISKEY. 86.8 PROOF. 65% GRAIN NEUTRAL SPIRITS. SEAGRAM-DISTILLERS COMPANY, CHRYSLER BUILDING, NEW YORK,N. Y. 


7 CROWN 
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An exclusive AR : 


est premium 


1 year 


By George Meredith 


If you get a slightly helpless feel- 
ing over the details each time you 
plan a premium offer, chances are 
you may not have organized the 
job to best advantage — and hence 
may not get top performance. 

Because premium merchandising 
is a “part-time” operation for the 
majority of advertisers — who can- 
not possibly maintain a premium 
department — the mechanics of 
handling this function are often 
neglected. 

While the specifics of department 
management thus do not apply to 
the average company — you can 
count the nation’s real premium 
departments on one hand — there 
is no better means of blueprinting 
the necessary functions than by 
studying the way a team devoted 
to premiums goes about the job. 

Such a study helps the advertis- 
ing manager delegate parts of the 
premium task to staff members or 
to get a better picture of what a 
one-man premium task force faces. 


ana carerli 


This is vital to most advertisers. 
For the ad manager or assistant, 
disinterested today, may be next 
month’s “premium manager pro 
tem.” 


» Among the elite who have full- 
fledged premium departments, the 
same well-known practice of sub 
rosa secrecy prevails in organiza- 
tional matters as in promotional 
facts. One company, however — 


_and one which, this observer be- 


lieves, has the best departmental 
setup — has opened the doors to 
Advertising Requirements for a 
thorough, if anonymous, study of 
departmental operations. 

This case-in-point company is a 
grocery manufacturer spending 
over $3.5 million yearly on pre- 
miums. Since some divisions oper- 
ate independently in some premium 
plans, only about $2.5 million of 
this goes through the department. 
But this is still among the biggest 
premium-buying jobs in the coun- 
try, and the manager is responsible 
for placing some 1,000 purchase 


How lo Onerate a 
Premium Department 


orders a year, and planning promo- 
tions to go with them. 

Possibly the most important fact 
about premium management is its 
split personality — purchasing is a 
large part of the job, but its base 
is creative. The two aspects must 
be blended skillfully without killing 
either. For this reason, it is basic 
to the setup here that the premium 
department is a section of the pur- 
chasing department. 

The manager reports to purchas- 
ing only in matters of buying me- 
chanics, however, and otherwise has 
a nonspecific creative responsibility 
to marketing heads of the firm’s 
various divisions. 

This man’s functions fall roughly 
into six categories: 


1. Advising product advertising or 
sales managers in matters affecting 
consumer premiums, dealer promo- 
tions, sales incentives, discount- 
coupon programs, stockholder 
Christmas-gift packages, and ad- 
vertising specialties. 

merchandise 


2. Selecting suitable 


Premiums, Prizes & Specialties © 45 





for use in promotions by the vari- 


ous divisions. 


3. Presenting ideas to marketing 
groups for their consideration and 
decision. 


4. Knowing sources and handling 
the actual purchasing of the mer- 
chandise. 


5. Conducting premium tests and 
other research connected with such 
promotions. 


6. Disposing of “left-overs” from 
premium offers — as well as find- 
ing ways to reduce them to a min- 
im*'n. 


.» accomplish these jobs, this 
man has a staff of eight: three 
premium specialists; the manager's 
secretary, who doubles as an ad- 
ditional specialist; secretaries for 
the other three specialists; and a 
clerk-expediter who handles the 
sample showroom, catalog files, or- 
der preparation and follow-up on 
delivery of merchandise. 


>» Here’s what happens when some- 
body in the company needs a 
premium: Let’s say a division is 
having trouble in West Coast sales 
of one product, and decides a 
dealer premium with an allowance 
of about 20c per case is the best 
solution. Or maybe another divi- 
sion is looking for a self-liquidating 
premium at 50c to boost advertising 
readership or to offset a compet- 
itive promotion. 

The premium manager is called 
in. He and the marketing manager 
of the division discuss the problem, 
and the premium department goes 
to work. 

One of the three premium spe- 
cialists is assigned to the task. Such 
assignment is not on product lines, 
because it is policy here that all 
should be familiar with every prod- 
uct. Rather, the workload plus the 
individual’s strength or experience 
in particular types of programs are 
the criteria. 

The manager holds a preliminary 
“skull session” with the specialist. 
In the case of the dealer premium, 
three different items will be needed 
— to provide premiums for differ- 
ent quantity purchases so _ that 
every retailer will have one within 
his reach. For each of these, or for 
the one liquidator, several items 
(usually three or four) will be se- 
lected for presentation to the prod- 
uct managers. The premium man- 
ager pulls the department files on 
past offers for this product, sug- 
gests possible new approaches — 
and then forgets it, temporarily. 

The specialist takes over com- 
pletely. He may be on the phone to 
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a city half-way across the country, 
on a plane for another city, or 
calling in several local salesmen — 
how the job is done is left entirely 
to the individual specialist’s dis- 
cretion and knowledge of the 
premium market. 


>» After three or four days, however, 
the manager checks again with 
the specialist for a progress report. 
If the assignment is proceeding 
well, he “forgets” it again. If a 
snag has developed, he and the 
specialist put their heads together 
for as long as it takes to iron out 
the trouble. 

When a group of items has been 
selected, the manager goes over 
them with the specialist and pre- 
pares his case — for the manager 
makes the pitch on every promo- 
tion. His training and experience 
help him present the story most 
effectively, and having him do so 
in every case provides a uniformity 
that helps assure best results. 

Not only samples and prices are 
presented to the product-group 
meeting, but also any other facts 
available — what results other 
premium users may have had with 
the items, any promotional advan- 
tages the manager sees in a par- 
ticular item, results of department 
tests if any have been made, and 
so on. 

If none of the items chosen suits 
the product manager, the premium 
man goes back and starts over 
again. But because of the depart- 
ment’s experience and knowledge 
of the premium field, at least one 
winner can almost always be picked 
from any group of proposed items. 


> The preparation of a purchase or- 
der is the next step. At this point 
purchasing is purely a formality — 
decision on sources was made in the 
original selection. The paperwork 


‘‘Must be one of those self-liquidating 
premiums I’ve heard about!’ 


clerk, and followed through by her, 
so that no mistakes can be made 
through misunderstanding at the 
purchasing level. 

Unless the buyer is thoroughly 
familiar with the problems of 
premium use, and can impress them 
upon the supplier, tremendous 
harm can be done to a promotion. 
Herein lies the great value of hav- 
ing the premium department closely 
tied to the mechanical purchasing 
function. 

But, this department manager 
warns, “A premium man should not 
report to a general purchasing 
agent except on the mechanics of 
buying — otherwise his responsi- 
bility must be to the marketing 
heads. 

“A purchasing man may not ap- 
preciate the creative aspects of the 
premium job. We may spend a 
week just thinking over a problem; 
you don’t do that when you’re buy- 
ing grain or hardware, and the dif- 
ference must be recognized.” 


> There is a difference, too, in re- 
lations with salesmen. In this in- 
stance the manager himself sees 
few premium salesmen, although 
his assistants receive calls from 30 
to 35 or more a week. No fixed 
buying hours prevail, but appoint- 
ments are made to suit mutual con- 
venience. 

Salesmen are of two general 
types, our manager finds, both of 
great help to the premium buyer: 
the first one comes in with a tailor- 
made idea for a promotion and a 
single item or group of related 
items to fit; the other man descends 
upon the buyer with 89 items, 
dumps them on the desk, says 
they’re all “hot,” and _ generally 
“hasn’t an idea in his head.” 

While some buyers declare a dis- 
tinct preference for the first type, 
this department manager doesn’t 
care which kind of salesman he 
deals with — both contribute about 
equally to his program. And he 
emphasizes that he does not expect 
or want salesmen to do his thinking 
for him. 

While not scheduling routine in- 
terviews with salesmen, the man- 
ager himself does spend much of 
his time “in the market” — run- 
ning down ideas for items to fit 
a promotion need, arranging for 
custom production of some, shop- 
ping retail stores for ideas, and so 
on. This, he feels, is one of the most 
important phases of his job, and he 
devotes the lion’s share of his time 
to it. 

One of the reasons for this con- 
stant shopping is to avoid too great 
dependence on middlemen. “We 
don’t believe,” he asserts, “that an 





order for over $25,000 or $30,000 
should be in the hands of a middle- 
man — except for a 5% manufac- 
turer's representative. Our depart- 
ment bought $2.5 million worth of 
merchandise last year, and at this 
rate a small percentage saved here 
and there adds up to quite a figure. 
If we can get that extra percentage 
for the company, it’s very impor- 
tant to do so.” 


* To carry this philosophy to the 
utmost, it is not only necessary to 
know sources and prices, but to 
know in detail what goes into a 
product. Often a needed item may 
cost too much from usual sources. 
But by careful investigation, the 
premium buyer may find that he 
can convince a manufacturer of 
similar products to put 100 girls in 
a loft for a few weeks and turn 
out the desired premiums at a sav- 
ing; or it may be possible to ar- 
range a slight change in a stock 
item to make it fit a premium need. 
Without close knowledge of the 
field, it is not likely a premium user 
could take advantage of such sit- 
uations. 

Another value of this constant 
shopping and exploring is the 
knowledge it gives the buyer of 
outlets for leftover premium mer- 
chandise. The best-conceived pro- 
gram has some surplus problem; 


Give the Gift 
you'd like 


our present department has suc- 
ceeded in keeping this factor below 
2% of the gross yearly purchases 

a record which many less- 
experienced users may well envy. 

At the very best, this surplus 
represents 65 to 70% loss. Over the 
long haul, salvaging an average of 
20% is not bad at all. But to do this 
requires close study, since normal 
outlets for such surpluses will pay 
no more than 6 or 7¢ on the dollar. 

To keep leftovers down to size, 
research and _ statistical study of 
promotions is the best key. This 
department has worked out over a 
period of years a very simple but 
effective method. The principal fea- 
ture of the technique is a printed 
leaflet showing a number of pre- 
miums and asking consumers to 
state their preferences. 

These leaflets are mailed out pe- 
riodically to six or seven thousand 
past premium respondents. They 
are asked to state preferences in 
order, by number, and replies are 
weighted accordingly. In addition, 
by sending in the specified liquidat- 
ing price of any item the customer 
may obtain it for himself — and 
those who take advantage of this 
are weighted more heavily, on the 
grounds that their opinions are 
worth more if they put money be- 
hind them. 


Careful records of response to 
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to get yourself... 


Go to your local store and see all of the attractive, 
imported Hennessy gift packages in a wide range of 
prices to fit your gift needs. No matter which you choose, 
yours will be a gift of good taste that is sure to please. 


xk 


ARMCHAIR SHOPPING SERVICE 


Hennessy is available everywhere, but you can now 
send Hennessy Cognac as a gift to friends and business 
associates in 30 states. For complete information, 
write, wire or phone: Beverage Gift Service, Dept. H, 


City National Bank Bldg., Beverly Hills, Calif. CRestview 1-6286 
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these tests are maintained, and are 
compared with actual promotion 
results scored by the items which 
are used. This results in an ever- 
surer testing procedure, and a list 
of several hundred “typical” names 
forming a hard-core panel which 
can be used in special tests. Mean- 
while, the principal lists are con- 
stantly changed and new names 
chosen from them for the select 
group. 


» All these activities are necessary 
parts of the program for any pre- 
mium user. But how can a smaller 
firm take advantage of the bene- 
fits gained by the big user through 
close study and “living with” pre- 
miums? The answer, of course, lies 
in the advertising manager’s deci- 
sion as to just how important pre- 
miums are or should be in his op- 
eration. 

The company which has a large 
enough advertising or merchandis- 
ing department, and a great enough 
need for premiums, should un- 
doubtedly try to set up at least a 
one-man premium “department” to 
specialize in the subject — rather 
than having two or three individ- 
uals devote part of their time to it. 

But if even this is impractical — 
as it will be for many advertisers 
— the same general principle ap- 
plies: one man should then be a 


The World’s Preferred COGNAC BRANDY 


84 Proof e Schieffelin & Co., New York 
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Clean... 
~~ Clear: 
- Imprints 


Advertising Balloons 


The good appearance of your mes- 
sage is our first consideration. We're 
mighty proud of the imprint job we 
do. You will be, too! Give us a try! 


Mail Coupon For FREE QUALATEX Balloon Information. 


The PIONEER Rubber Co. 
410 Tiffin Road 
Willard, Ohio 
Please send me: 
| ( Name of my nearest QUALATEX 
Distributor 


| () Copy of “Advertising Balloon Fact 
Pack” (Ideas, samples, prices and 
imprint worksheet) 


Firm 
| Address 


| City Zone —— State 


. « « for more details circle 417, page 104 





Carey's Dream Press 


Big Runs Cost Less 


Stretching printing budgets is an old Carey 
custom with a new economy twist — thanks 
to our unique roll-fed presses. For unusual 
printing facilities that top firms depend on, 
Call 


Art Friedman, Sales Manager * CH 4-1000 


60 YEARS OF ACHIEVEMENT 
PACKAGE INSERTS (iain 


CIRCULARS AND CATALOGS § ad 
BOOKS AND PUBLICATIONS : 
SCHOOL WORK BOOKS HIE aa 
REFERENCE MANUALS = 
DATA BOOKS AND DIARIES é 
PHOTOGRAPHIC BOOKS 


CAREY PRESS CORP. + 406 W. 3ist ST., N. Y. 
+ «+ for more details circle 366, page 104 
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part-time “specialist” in premiums, 
devoting half of his time, perhaps, 
to a careful study of the field and 
the market. Even on this limited 
basis he can devote enough energy 
to study and reading of material 
dealing with premiums, to research 
projects related to their use, and to 
familiarizing himself with the mar- 
ket. 

If this one man spends 20 hours 
of a 40-hour work week on pre- 
miums, the company gains far more 
than it would from two or three 
individuals giving the same total 
time to the subject. The more you 
divide responsibility and the less 
important the work is to each per- 


Stimulating Ideas. .. 


son, the poorer are your chances of 
getting a thorough, expert job. 


> So while it is still true that only 
a handful of major companies can 
justify full-fledged premium de- 
partments, every company that uses 
premiums can have a premium de- 
partment in effect — if only half a 
man — by careful description of 
the job responsibility and by spe- 
cifically delegating that responsi- 
bility to one person. 

The result will be a far more ef- 
fective promotion program, more 
thorough records and statistics, and 
more economical premium buying. 

44 


Productive 


Ideas from Brainstorming 


How can you stimulate more cre- 
ative thinking in premium adver- 
tising? You might consider brain- 
storming, as the annual Premium 
Advertising Assn. of America con- 
ference did. 

Charles H. Clark, assistant man- 
ager of training, industrial relations 
department, Ethyl Corp., New York, 
conducted such a session at the New 
York Premium Show. 

Brainstorming, as you’ know, 
doesn’t claim to be a panacea, but it 
does produce ideas. Mr. Clark, after 
laying down the ground rules, held 
the brainstorming session. Done in 
audience participation style, the 
PAAA brainstorming consisted of 
a moderator at each table jotting 
down the ideas of others at the 
table. 

In the technique, no idea can be 
criticized—judicial judgment is 
ruled out; freewheeling is sought— 
the wilder the idea the better; 
quantity of ideas is wanted—quan- 
tity breeds quality, and idea im- 
provements are invited—“hitchhik- 
ers” on an idea can be added. 

From the various tables came 
cards on which the moderator had 
written down the ideas as offered 
by his group. AR secured the cards 
before they were screened for the 
better suggestions, and these are 
the recurring ideas that appeared 
again and again: 


1. Talk less, work harder. Don’t 
walk around in circles. Hold fewer 
late parties. Lay off those martinis 
at lunch. Carry out your ideas. 


2. Offer better merchandise. Make 
sure value is there. Keep the public 
in mind. Use a down-to-earth con- 
sumer approach. 


3. Use more brainstorming tactics 
at each meeting. Send out more 
questionnaires. Use surveys of pre- 
mium users. Do more over-all 
planning. 


4. Offer incentives for employe 
participation in premiums. Give 
small prizes for development of 
ideas. Offer more prizes as trips to 
Bermuda. Invite more participation 
by salesmen. 


5. Seek good documentation of re- 
sults. Read all available literature. 
Join the PAAA. Study the offers of 
the competition. Read all books on 
premiums, attend premium conven- 
tions. 


6. Get agency plans board to meet 
with you. Send all ad men back to 
school. Get away from habitual 
practices. Get a new agency. Fire 
all buyers, and start anew. 


7. Use personalities to put your 
premium program across. Get Mar- 


Ra 

Brainstorming Session . . . Under lead- 
ership of Charles A. Clark, session pro- 
duces ideas. 


- « « for more details circle 359, page 104 é 
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How to make 

your printed piece 

the subject of 

luncheon table discussion 





We're assuming, of course, that the copy sparkles, that the layout 
and art are the work of a genius. 


When it comes to putting the masterpiece on paper, can you 
afford to pinch pennies? 


More and more, leading direct-mail advertisers say “NO”! They 
specify premium-quality paper for all their offset lithography. 


Pace-setter in this trend is the sheet on which this insert is printed, 
Because its super-whiteness is matched by its super-opacity, in most 
printed productions one weight lighter of Beckett Brilliant Opaque 
than run-of-mill offset paper is indicated. 


Try Beckett Brilliant Opaque on your next job. Or, make a split 
run with Beckett Brilliant Opaque and any standard offset sheet, and 
you'll get a convincing demonstration of the superior printability of 
this famous super-quality grade. 


Beckett Brilliant Opaque is surface-sized. In addition to Vellum, 
it is supplied in Halftone and a variety of embossed finishes; in five 
book paper weights—50, 60, 70, 80 and 100 lb.—and in four cover 
paper weights—50, 65, 80 lb. and double thick. A request to your 
paper merchant or to us will bring samples to your desk. 


THE BECKETT PAPER COMPANY 

HAMILTON, OHIO 
Makers of Buckeye Cover, Duplex Buckeye Cover, Beckett Cover, Spanish Grain 
Duplex Cover, Beckett Brilliant Opaque Cover, Beckett Text Cover, Buckeye Text, 


Beckett Text, Tweed Text, Beckett Vellum, Beckett Offset, Beckett Brilliant Opaque, 
Beckett Hi-White, Greetings, Announcements, Writings and Specialties. 


THE FRONT OF THIS INSERT WAS LITHOGRAPHED ON A FOUR-COLOR 
PRESS. THE STOCK IS BECKETT BRILLIANT OPAQUE, CORAL FINISH, 80 LB. 
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ilyn Monroe as a premium. Get 
Godfrey to sell your premium. Tie 
on to popular figures. 


8. Get the customer’s viewpoint. 
Use customer suggestions. Ask the 
public. Get the woman’s point of 
view. Run test campaigns. Test in 
the stores. Get the point-of-sale re- 
action. 


9. Don’t waste efforts in avoiding 
the responsibility of premiums. 
Keep your eyes on the ideas instead 
of the blonde. Watch for new 
trends. We’re still looking for some- 
thing for nothing. 


10. Spread the premium gospel. 
Think out loud. Follow through. 
Spend more money to promote pre- 
miums. Deliver premiums promptly. 


Premiums Gaining . . . reported PAAA 
president Gordon C. Bowen, to New 
York Premium Advertising Conference. 


Premium Use Growing, 
Says Assn. President 


By Gordon C. Bowen 
President 
Premium Adv. Assn. of America 


Today, as never before, the old 
premium technique of offering 
something extra is being applied 
with more imagination, more cre- 
ative skill, better merchandising 
and more advertising. 

It’s being applied more effective- 
ly, too. 

I suspect that one of the reasons 
premium offers are more effective 
these days is that the public is be- 
coming premium-conscious as never 
before in recent years. There is a 
good deal of evidence based on a 
number of promotions that I have 
knowledge of, to indicate that the 
rate at which people are responding 
to premium advertising has_ in- 
creased sharply in the past six 
months. 

One reason may be that, regard- 
less of the relative merits of this 
technique, the trading stamp op- 
erators have been advertising and 


promoting at an unequalled level. 
And they’ve not only been making 
people more trading stamp-con- 
scious, they’ve been making them 
more receptive to premium offers 
of various kinds. 

Add this tremendous increase in 
premium promotion to the  in- 
creased premium activity in other 
fields and you’ll find that Mrs. Con- 
sumer — and Mr. Consumer who 
often shops with her — is being 
bombarded with extra incentives 
and inducements. So is Mr. Dealer. 
So is Mr. Salesman. 

I've been discussing this new era 
in premium promotions with a 
number of people who have spent 
their lives in this field and they all 
agree that it means one thing — 
the heat is on premium thinkers 
and planners as never before. It’s 
no longer enough to get a pretty 
good premium and expect to get 
the jump on your competitor be- 
cause he has none. The odds are 
he’s got one and unless you really 
put some creative brainpower be- 
hind your promotion, and some 
merchandising support behind that, 
he'll have a better one than you. 

The heat is on premium suppliers, 
too. Retailers, club and party plan 
operators, trading stamp companies, 
national and regional advertisers 

. they all need and must have 
premium merchandise which is ab- 
solutely first-rate in quality, and 
they must offer the consumer an 
immediately recognizable value. 
Fortunately, many premium suppli- 
ers recognized this fact even before 
their customers, and some of the 
best know-how in this business is 
to be found on the supplier side. 
But all those who haven’t and who 
think they can unload shoddy mer- 
chandise for use as premiums had 
better get out of the business be- 
fore they lose their shirts as well 
as their reputations. 

The over-all picture of premium 
activity in this country is not only 
healthy but also fairly rosy. Of 
course, it’s a picture of intense 
competition . . . but then premiums 
are a tool of competitive selling and 
I think most of us welcome the 
challenge. 


Motorola Sells Products, 
Rather than Premiums 


By David H. Kutner 
Merchandising Mar. 
Motorola Corp., Chicago 


About the most important thing 
we have learned from our use of 
premiums is that we are in the 
business of selling radio sets and tele- 
vision sets, and hi fi and phono- 
graphs, and that we are not in the 


Motorola Sells Products . . . not premi- 
ums, says David H. Kutner, Merchandis- 
ing Mgr., Motorola Corp., at Premium 
Advertising Conference. 


business of moving premiums. 
Whenever we forget this, the oper- 
ation may be a well publicized 
success, but the patient invariably 
dies. 

What I am trying to say is that 
the number of premiums we move 
is not nearly as important as the 
number of Motorola products that 
go into consumers’ homes during 
the period of the promotion. The 
premium, like any form of adver- 
tising, is not the end result — it 
cannot be the end result — but it is 
simply a means toward the end... 
simply one part of an over-all plan. 
The plan — not the premium — is 
all-important. And while the sim- 
pler the plan the better, you and I 
both know that each plan requires 
many ingredients — in proper pro- 
portion, properly mixed, and then 
properly sampled as we get closer 
to the pay-off. 

Each of our programs — we call 
them planned promotions — cen- 
ters around one or a group of our 
products which we want to sell. 
That’s the reason for the promotion. 
We have to find an inherent appeal 
right in these products — and this 
can be one tying in with the season, 
new features, and sometimes even 
price. That’s where we start. Then 
we use the premium to pull traffic 
into the dealer’s store. We stir in a 
liberal amount of advertising 
sometimes nationally always 
locally. We add the point-of-sale 
displays and other collateral mate- 
rials — and then we cross our 
fingers and toes and hope. 

There’s another factor that can’t 
be over-emphasized in any of our 
planned promotions, and that is the 
importance of proper timing tim- 
ing not only as far as the message 
to the consumer is concerned — but 
lead time for the dealer to get prop- 
erly set up... . and for the dis- 
tributor salesman to make his deal- 
er calls. Just about the worst thing 
that could possibly happen is to 
break with a promotion and _ not 
have the premiums properly dis- 
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tributed. You can rationalize this 
one all you want, but as far as I am 
concerned, you are hurting yourself 
more than just wasting the adver- 
tising dollars. The dealers and dis- 
tributors will invariably pooh-pooh 
the factory and if this happens, 
that’s one day you should never 
have gotten out of bed. 

Finally, need I add that we make 
sure that our own product pipelines 
are filled — though I'll be the first 
to admit that this very condition is 
often the cause of our planned pro- 
motion and the wunfilling of those 
lines may be our primary objective. 

Our most successful premiums 
have been self-liquidators with a 
price to the consumer of under a 
dollar. In each instance, we sold the 
premium to the retailer — through 
our distributors — so that the deal- 
er could add a 10 to 15% mark-up. 

Contrary to what I have heard 
from some experts from time to 
time, I do believe that this is the 
successful formula to be used for a 
traffic builder in the appliance and 
tv field, and I predict that the trend 
will be toward the self-liquidator 
and not away from it. You just 
can’t dispute the fact that a retailer 
will promote a premium — or any- 
thing else — when he has an equity 
in it and when he can make a small 
return on the sale to boot. For one 
of the open secrets that we've 
learned is that our most successful 
premium promotions include this 
profit to the dealer for handling the 
item — even though our primary 
interest is to bring more people into 
his store so that they will buy more 
of his merchandise at regular mark- 
up prices. 44 


Advertising Specialties 
Described in Catalog 


A complete line of tools for ad- 
vertising specialties and executive 
gifts is described in a 20-page cata- 
log from the Mainline Advertising 
Specialty Division of the Oxwall 
Tool Co. Ltd., New York. 

Amply illustrated, the catalog in- 
cludes listings of regular tools 
ranging from a 10-piece, all-in-one 
tool chest that looks like a regular 
hammer, to various types of screw- 
driver sets, to an automatic push 
drill. 

More unusual items in the cata- 
log include a midget plane, auto- 
matic needle threader, and a mini- 
ature hurricane lamp with a wall 
bracket. 

The catalog lists shipping, adver- 
tising imprint, and quantity price 
information for each Mainline item 


described. 


For your copy circle No. 330 on t 
Readers’ Service Card inside back cove: 
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Initial Premium Offer . 


. . Wilson & Co., Chicago, offers a ‘‘first-time’’ premium of a 


hot dish mat lithographed with antique motor car designs on baked enamel. 


Bermuda Screen Houses 
Used as Sales Incentive 


The trend toward accentuated out- 
door family living is reflected in the 
use of Bermuda screen houses as 
sales incentives by several com- 
panies. 

Manufactured by Durall Products 
Co., York, Pa., the houses are made 
with an aluminum frame structure 
completely enclosed with aluminum 
insect screen door and a specially 
treated canvas roof that’s available 
in 14 different colors. 

According to the company, the 
Bermuda houses are attractive 
enough for garden, terrace, lawn or 
pool edge, and provide comfort for 
outdoor eating, playing, sleeping or 
just plain relaxing. 

The houses come in two models in 
sizes of 8x12’, 8x16’, 12x12’ and 12x16’ 
sizes. Other free-standing designs 
come in 9x12’ and 12x14’ sizes. Prices 
range from $350 to $500. 

Durall has also developed a series 
of accessories for the screen houses 
ranging from cabana canopy to a 
waterproof electric outlet. The com- 
pany suggests these accessories as 
additional sales incentives. 44 


Pocket-Size Catalog 
Lists Gift Ideas 


A wide variety of items sug- 
gested for business gifts, premiums 
and sales incentives are described 
in the 1956 “Gift Guide” — a 334 
x834” catalog available from Pearce 


Parkhurst 
Mich. 

The items range in interest from 
a charcoal broiler to unusual lamps 
to a most unique mousetrap that 
doubles as a paper holder. Sizes 
and prices are included on all items 
listed in the catalog. 


Enterprises, Lansing, 
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Canada Dry Launches 
Winter Premium Plan 


To maintain summer sales mo- 
mentum into the cold weather sea- 
son, Canada Dry launched a self- 
liquidating premium promotion for 
October and November. 

A deluxe set of four silvertone, 
combination coaster-ashtrays, the 
premium set has the personaliza- 
tion through an imprinting kit in 
23K gold. 

The particular premium was 
chosen after pre-testing by Canada 
Dry for consumer response. Sur- 
veys showed the premium was not 
only liked for its individual appeal 
but also as an idea for gifts. 

The set, worth $3.98 at retail, is 
offered by the company for $1.98 
plus two Canada Dry bottle caps. 
In order to dramatize the saving 
to the consumer, the premium order 
form is designed and headlined as 
a “Gift Certificate worth $2.” 

Promotion for the campaign in- 
cludes counter displays for retailers, 
radio and tv spots and newspaper 
and magazine advertisements. 44 
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Here's the inside production story of an un- 


usual business publication ad, which used ac- 


tual samples of a new material to reach a scat- 
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rubber cement to 


samples of Du Pont’s new Fabrilite fabric, which were glued 


into ‘Furniture Production’ 


By R. A. Helmers 
Managing Editor 
Furniture Production 


Du Pont’s new pattern, “Siam,” in 
breathable “Fabrilite” elastic-sup- 
ported vinyl upholstery material 
was unusual in styling and texture. 
It boasted a Far East look which 
was timely because many furniture 
producers were bringing out de- 
signs with an Oriental influence. 
The problem was to tell the entire 
industry about “Siam” and promote 
the sale of volume yardage. 

The new pattern could have been 
introduced by traditional methods 
. . . feature the design in trade pub- 
lications in black and white or full- 
color advertisements and mail 
swatch cards to a list of prospective 
customers. . .much the same meth- 
ods other fabric suppliers use to 


ad after the magazine was bound. 


promote new upholstery patterns to 
the industry. 

A direct mailing, to be complete 
in coverage of plants, would have to 
consist of the 1,779 primary pro- 
ducers of upholstered household 
furniture (1954 Census of Manufac- 
turers, U. S. Bureau of Census), 
plus manufacturers of office and in- 
stitutional furniture, metal furni- 
ture, the primary producers of 
wood furniture who also make up- 
holstered, and related factories 
which are also volume users of 
vinyl upholstery materials. As a re- 
sult, a direct mail list would not be 
likely to include all plants which 
are users or potential users of the 
material. Furthermore, while the 
direct mailing would probably 
reach individuals directly concerned 
with fabric purchases, it would miss 
many other buying influences. 


tered market effectively. 


A trade advertisement in a pub- 
lication with the broadest possible 
plant coverage with readership in 
depth would reach these influences. 
But a printed advertisement could 
hardly do justice to the embossed 
texture, silk-like sheen and striking 
colors of “Siam”. ..not even if it 
were in full-color. 

Norman A. Lynn, assistant man- 
ager, advertising & promotion, fab- 
rics division of duPont, through the 
agency, Batten, Barton, Durstine & 
Osborn Inc., elected to use a 
“swatch ad” in our publication, 
Furniture Production. 


> To a large degree this magazine 
has pioneered the sampling of a 
complete color line of upholstery 
fabrics on an advertising page. To 
our knowledge no other publication 
has done it. ADVERTISING REQUIRE- 
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MENTS has published sampling ad- 
vertisements to which a single ob- 
ject was attached. American Fab- 
rics, a textile industry quarterly, 
has carried advertisements with 
single swatches of fabrics. 

The first swatch ad appeared in 
Furniture Production in the May 
1955 issue. It was an experiment in 
both effectiveness of this type of 
advertisement and magazine pro- 
duction. Golding Upholstery Fab- 
rics, a division of Golding Bros. Co. 
Inc., High Point, N. C., placed the 
first swatch ad. R. G. Culp Jr., sales 
manager of the firm, contributed his 
ideas to the presentation and was 
willing to gamble that the adver- 
tisement would be effective. 


> We first had to secure permission 
from the Post Office Department to 
mail the publication containing this 
type of advertisement. 

Then came the real hurdle 


Du MGT AER ( 


MURAL TLE 


getting the swatches attached to the 
page and still meeting publication 
mailing dates. The first advertise- 
ment contained nine swatches, 
which means. . . with a print order 
of 8,000 copies. . . 72,000 pieces of 
material to be applied. 

Several questions arose. Would it 
be best to print an insert, attach 
swatches, then bind the sheets into 
the magazine? This would necessi- 
tate trimming copies one or two at 
a time, due to the unevenness of 
thickness caused by the swatches. 
This method would prove too costly. 

What kind of adhesive to use? We 
could use nothing that would wrin- 
kle the paper or deteriorate the 
fabric. Rubber cement proved to be 
the most suitable and easiest to 
han¢le. 

To date we have found no other 
practical way of applying’ the 
swatches than individually by hand. 
We utilize the services of Caldwell 
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Only breathable ‘‘Fabrilite” gives you all 
these sales advantages: 


Thousands of invisible pores that breathe for floating-on-cir comfort. 


Y Continuous vinyl coating that leoves no exposed fobric to soil. 


Y Exclusive Du Pont finish thot resists dirt and wear ... woshes completely 


clean with a soapy sponge. 


For « distinetive line of durable furniture, feature breathable  Fobrilite © “Pabetite” is De Pants ‘apatered wagemerk 


— the unique elastic vinyl upholstery Large size Siom swatches ore availiable 
free. Write on compony letterhead to E. |. du Pont de Nemours & Co. {inc}, 
Febrics Division, Room O7O3S, Wilmington 98 Delowore 


there's no vinyl upholstery like 


for *) stestx wupgertad omy! upmotntory 
‘Petes! spphed tor 
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august, 1956 
Textiles Tell the Story . . 


+++ THAOUGH CHEmisTAY 


Production Executives WIM Profit fram NAFM SUPPLY EQUIPMENT & FABRIC FAIR 


. Readers of this ad were able to finger samples of Siam 


Fabrilite in nine colors. Samples were tipped on by Caldwell Letter Service, Nashville. 
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Letter Service, Nashville, Tenn., a 
firm which has had much experi- 
ence in handling large mailings and 
applying plastic devices to “gadget” 
letters. 

Woven textile fabrics can be ap- 
plied faster than fabric-back vinyls. 
The latter have a tendency to curl 
up when wetted by the rubber ce- 
ment. 

Production of an issue containing 
a swatch ad requires close coordi- 
nation between the _ typesetters, 
printing plant, bindery and letter 
shop. A sizeable crew of “swatch- 
ers” are employed to begin work 
when the first copies come from the 
bindery. 

Golding has used four swatch ads 
in Furniture Production and du 
Pont two. Du Pont’s “Siam” adver- 
tisement, appearing in our August 
issue (a special issue with a 9,000 
press run), contained nine small 
swatches. A larger swatch was 
pasted across the top, allowing it to 
be lifted by the reader. Additional 
selling copy appeared under the 
free portion of the swatch. Swatch- 
ing on this issue began August 6 
and the circulation mailing was 
completed on our publication date, 
August 10. . . 90,000 swatches later. 


> Is it worth the trouble to us to 
produce the swatch ads? We believe 
it is. Such advertisements perform a 
service to the reader. ..as do all 
well-prepared advertisements. Al- 
though the writer is concerned with 
editorial aspects, he feels that both 
good advertising and good editorial 
are essential to the highest stand- 
ards of service an industrial publi- 
cation can render. 

Are swatch ads worth the extra 
cost to the advertiser? 

R. G. Culp Jr. says, “I wish to 
definitely state that this has been 
one of the best forms of advertising 
we, as a firm, have ever run across; 
for the simple reason that in one 
page of a magazine we are able to 
tell a very complete story as to our 
quality, price, color, delivery. Fur- 
thermore, we have included an or- 
der blank which our customers for- 
ward to us. It is without a doubt 
one of the cheapest forms of selling 
that we know of in our economy.” 

DuPont’s swatch ads contained no 
order blank, so did not produce the 
direct response experienced by 
Golding. 

“T attribute this, however, to the 
manner in which the advertisement 
was written,” explained du Pont’s 
Norman A. Lynn. 

“The advertisements we have run 
actually required no action on the 
part of the reader. They represent 
a fairly complete sales presentation 
themselves, so we do not actually 





expect a great deal of reader re- 
action. I have confidence this type 
of page is an effective means of 
sampling the trade economically.” 


>» What does the sampling cost? 

The advertiser furnishes the cor- 
rect number of swatches cut to size. 
The first Golding ad required about 
100 yards of material, 54” wide, to 
cut the necessary swatches. The ap- 
plication cost varies, depending on 
the number and size of the swatches 
and their position on the page. The 
cost will usually average much less 
than production costs of a set of 
process color plates. 

Meanwhile, if someone has a 
trained octopus who can paste up 
swatches. . .we are interested! 4 4 


New Litho Techniques 
Included in Awards 


LNA’s annual Lithographic 
Awards Competition and Exhibit 
will feature for the first time the 
presentation of awards to creators 
of new lithographic techniques or 
applications. 

The extension of awards in the 
technique area was decided upon 
by the LNA Promotion Committee 
in order to add greater scope to 
the competition itself as well as ac- 
quaint printing buyers with the 
latest developments in the litho- 
graphic industry. 

Open to all lithographers, adver- 
tisers, agencies, designers, etc., the 
competition will present awards in 
each of 45 classifications of offset- 
lithography produced in 1956. 

As in previous years, the entries 
will be judged on the basis of the 
following three values: 


1. Quality of reproduction from a 
technical viewpoint 


2. Excellence of design, art typog- 
raphy and general composition 


3. Effectiveness of the piece for its 
intended purpose. 


Classifications will cover a wide 
variety of fields ranging from 
direct-mail advertising to metal 
lithography, etc. 

Deadline for entries received is 
January 18, 1957, and judging of 
the entries will take place during 
the week of January 28. Winning 
entries will be illustrated in an 
awards catalog that will be distrib- 
uted to a mailing list of 35,000 
among the trade. 

Entry blanks are available from 
the LNA Awards Competition, 
Lithographers National Assn., 420 
Lexington Ave., New York 17, or 
the LNA office at 127 N. Dearborn 
St., Chicago. 44 
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BECAUSE 


our experience in making 
3 & 4 color process 


R.O.P. photo engravings 


MEANS 


you can’t buy better 
anywhere 


for any price 


PHOTO ENGRAVING COMPANY — 
- 118 SO. CLINTON STREET, CHICAGO — 
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Clever Move 


You must have seen 


the man from (ELBE) 


wine 


Elbe binders keep company 
with America’s outstanding 
management systems and 
procedures. Call us when 
planning your next manual. 
We've been loose-leaf spe- 
cialists for half-a-century. 


Elbe File « Binder co. inc. 


FALL RIVER, MASSACHUSETTS 
New York Showroom: 411 Fourth Ave. 


ONE OF AMERICA'S LARGEST MFRS, OF LOOSE LEAF PROOUCTS 


FREE! Write Dept. AR-1 For 
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Thumbnail Review .. . 


Lists Four Ways 
To Bind Inserts 


The following is excerpted from 


| the “News Letter” issued by J. F. 


Tapley Co., Long Island City. 
How do you handle insert illus- 
trations on a letterpress job? 


Four basic methods are available. 


1. Insert illustration can be printed 


| on separate sheet and then hand- 


pasted into particular place opposite 
designated page in signature. This 


necessitates cutting of signature bolt 


(closed outside end of page in sig- 


| nature) so that insert may be put 


into proper place. This is a practical 
method where there are only a few 
illustrations and is a short run. 


2. Pasting illustrative inserts to 
outside of signature speeds up en- 
tire operation. In this preferable 
second method used for longer runs, 
outside pasting is done by machine. 
This is used when position of insert 
is of little importance and refers to 
general text matter rather than one 
specific paragraph. 


3. Very practical method for travel 
books, books on art, furniture, etc. 
is to take illustrations, print them 
together in a separate signature. 
This has great economy advantage 
because illustrations are treated as 
another signature eliminating past- 
ing operations. But it is only applic- 
able when there are numerous il- 
lustrations so as to warrant separate 
signatures. 


4. Final method is to print illustra- 
tions as a four page unit, and then 
treat it as insert or outsert of signa- 
ture. Where machine pasting is not 
practical, this operation is less ex- 
pensive. In this form, the four page 
folder is gathered with signature 
and depending upon position, is 
placed in the center of the signature 
or wrapped around cover-like and 
sewn with the signature. 


> Dictionaries, encyclopedias, refer- 
ence books, salesmen’s catalogs and 
others using a large number of il- 
lustrations or even complete units 
may have inserts or illustrations 
gathered and side stitched to great 
advantage because of elimination of 
time consuming, expensive hand 
pasting. 

Inserts can also be “stubbed-in” 
on certain types of school or refer- 
ence books. A folded stub, which is 


an extended part of the insert page, 
goes around the back of the signa- 
ture. The stub is then folded and 
pasted down, and sewn thru the 
plate. When the full spread of a 
four-page insert is important and 
you don’t want the center portion of 
the illustration to disappear into the 
sewing a paper strip guarded to the 
fold of the 4 pages is valuable. This 
guard in turn is then stubbed 
around as above. Good examples 
are maps or chart extensions. 
Tipping is another form of insert. 
A tip is any descriptive matter not 
printed with regular form, which 
must be added after folding and 
cannot be sewn with regular proc- 
esses. These can be foil, plastic, 
cloth, swatches, paper, postcards. 
They can be round, square, oblong, 
triangular, outsize or oddsize. Large 
runs of this type create no problem. 


> Word of caution: Whenever plates 
or inserts are sent to the binder, be 
sure to include layout sheet for use 
as guide plus written information as 
to proper position and the way unit 
is to face. By eliminating guessing, 
he saves time, and you save money! 

Does the binder play a part in the 
planning of inserts and _illustra- 
tions? Yes! A very important part, 
and he should be consulted in the 
initial stages of planning. The edi- 
tion binder offers the practical 
everyday knowledge of his craft. 
Sometimes those wonderful ideas 
for illustrating the text can snow- 
ball into impracticalities that run 
the costs way up out of line to the 
actual value. Sometimes inserts or 
illustrations are discarded because 
you can’t understand just where 
to put them or how to get them 
where you want them. 

That’s where the edition book- 
binder comes in. His experience 
should be tapped _ unhesitatingly 
whenever such problems arise. 44 


Fine Printing Is Focus 
Of NYEPA Show 


All major fields of the graphic 
arts will be represented in the 15th 
exhibition of printing sponsored by 
the New York Employing Printers 
Assn., Jan. 14-18, at the Hotel Bilt- 
more. The show is planned in con- 
junction with the metropolitan 
area’s observance of Printing Week, 
Jan. 13-19, organized annually by 
the International Assn. of Printing 





JANUARY 13-19, 1957 


House Craftsmen Inc. and cooper- 
ating groups. 

Included in the exhibit will be: 

e Printing for advertising and pro- 
motion pieces 

@ Public and employe communica- 
tions 

® Periodicals for sale 

e Stationery 

e Business forms, menus, programs 
and other information printing 

@ Point-of-purchase materials 

® Book jackets, containers, labels 
and other materials for product 
identification. 

Details of the forthcoming exhibit 
may be secured from the NYEPA, 
461 8th Ave., New York. Chairman 
of the board of judges is O. Alfred 
Dickman, advertising production 
manager of the New York Herald 
Tribune. 4 


Lithographs Florida Paper 
In New Eastman Process 


Web offset printing and the new 
Eastman three-color process were 
combined recently to turn out a 
newspaper supplement in full color. 
The St. Petersburg, Fla., Times first 
set type on its two Intertype Foto- 
setter machines, then shipped it to 
the Rochester Institute of Tech- 
nology, where color plates were 
made and run on an American 
Type Founder Webendorfer press. 
The rolls of color newsprint were 
then shipped to the Times in Flor- 
ida, where they were fed into the 
folder of the newspaper press as it 
printed advance black and white 
sections for the Sunday, July 30, 
edition. A detailed report of the 
operation is provided in the Sep- 
tember issue of Printing Magazine. 

For several years, the Institute 
has been working on an adaptation 
of the Eastman process for news- 
print, seeking low-cost, high qual- 
ity production with a minimum of 
time between reception of color 
transparencies and _ on-the-street 
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with these HAND-OPERATED 
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PUNCHING & BINDING UNITS 
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Model 24 

Punching Unit 

Precision-punches pages fast and easy 
with powerful SHEARING ACTION! 


Model 24 

Binding Unit 

Just insert cover and pages 

. +» pull lever . . it's PLASTICO-BOUND! 


Imagine 


being able to produce genuine PLASTICO-bound booklets, 
catalogs, etc. — right in your own office! Single copies. . . 
dozens .. . hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding 
colorful PLASTICO Bindings. Rugged, compact, and easy to 
use, PLASTICO hand-operated units are “at home” in every 
office or business — pay for themselves in savings of time and 


binding costs. 
Colorful 8-page booklet tells you how to get more out of your printed literature. 


PREE Fis cc ond en ts coupon TODAY! 
im, PLASTIC BINDING CORPORATION 


RY Originators of Plastic Binding in America 
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clothes DO make the man 


RE 
Your inquiry will receive immediate attention 


ac rr e gravure services,inc. 


1501 West Congress Street Chicago 7, Illinois 


And... packaging certainly helps to make the product 
to increase its oppeal . to improve its sales! 
The finest monotone and full color cylinders from “Acme” 
are desired by packaging printers who want the best 
Whether it be for foil, cellophane, paper and paper 


board products, specify “Acme.” 


Phone: CHesapeake 3-1377 
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| : At Your Finger Tips 4 
A Plastic Binding Kit ‘ 
For Scrapbooks and Albums < 





(Ilustration of two hole kit) 





” Exciting new do-it-yourself binding kit, 
_ simple enough for a child to ae, 


” Just insert the pages and 
.. pick a colorful binding t see 
spin dial snap into place and 





write for free booklet to department AR-12 


TAUBER PLASTICS INC. 


200 Hudson St., NW. Y. 13, N.Y. Call WOrth 4-5621 
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| Promotion ideas packaged in familiar and 
| drab looseleaf covers imply horse-car era sett-l 
ing. American-Standard’s '56 TV planbook gets| 
| positive results with its contemporary design. 
| ee color — pale blue with vivid helio- 
trope — screenprinted on buckram, made it al 
stopper. | 
| For a headstart with good design resources 


call or write to see Sloves’ custom samples, | 
— Dept. AR-12. 


iS LOVES| 


| MECHANICAL BINDING co. Inc.| 
| 601 W. 26th ST., NEW YORK 1, AL 5-2552 ! 
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sale. Steps worked out, according 
to the report, include the conver- 
sion of letterpress forms to offset 
plates (by RIT’s double offset 
transfer method) and the running 
of newsprint on an offset press. 
Earlier, the Institute printed a 16- 
page supplement in full color for 
the Orlando, Fla. Sentinel by web 
offset. 
In an interview, the Institute’s 
Graphic Arts Research staff cau- 
tioned, “The elimination of hand- 
work in making separations for 
process color by the Kodak three- 
color method is a big step, but re- 
finements and standardization are 
needed. Web offset is still many feet 
per second behind desirable news- 
paper web speeds. Color and regis- 
ter control systems are available for 


the new system but must be 
adapted to the presses and the 
process.” 44 


Fluorescent Colors 
Now Number Eight 


A footnote to “What Can Be 
Done with Screen Process,” which 
appeared in October AR: Progress 
has outrun the editors. Not seven 
but eight daylight fluorescent colors 
are now available to admen. Radi- 
ant Color Co., Oakland, Calif., has 
upped the total with an added color, 
pink. 

New color cards show all eight 
in its sun-tested Velva-Glo series: 
cerise, red, orange-red, orange, 
orange-yellow, chartreuse, green 
and pink. All are designed for 
screen process. 

These new colors are guaranteed 
to stay bright up to four months 
out of doors when screened in ac- 
cordance with the manufacturer’s 
directions. On painted signs and 
bulletins they will stay bright up 
to six months, the company reports. 

The set of eight fluorescent color 
cards has detachable swatches to 
use on artwork and layouts. 


For your copy circle No. 303 on 
Readers’ Servic 


vice Car d inside back cover 


Gelatin Process Cuts Costs 
Of Full-Color Reproduction 


A special gelatin printing plate 
used by Authenticolor Inc., New 
York, is reported to produce full- 
color reproductions in short runs 
at substantial savings over conven- 
tional methods. The new process is 
particularly suitable for ad reprints 
or preprints in quantities of 2,000 or 
less. 

Key to the economy of the new 
process is the gelatin printing plate, 
used instead of the conventional 
metal plate. 44 
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CLAREPORT. “”” 
Jranspavent 
REPORT COVERS 


Regular or Deluxe 


Makes a ‘show window” for more effective 
presentations, reports, catalogs, surveys, man- 
vals, etc. 

Clareport Regular* has a clear acetate front 
and a back of Strathmore Beau Brilliant cover 
stock in 9 smart colors. Clareport Deluxe* 
has heavier acetate front with rugged simu- 
lated leather back in 6 smart colors. Both 
hold 11” x 812" sheets (special sizes to 
order). 


Send for FREE SAMPLES and prices now! 


* Belford specializes in stock and custom- 
made easel and presentation binders. Your 
problem solved quickly and inexpensively. 
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BELFORD Company, Inc. 


tere tied 
CoA 


Binders for 
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Advertising & Selling 


New York 36, NY 


NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 
Handles jobs of 8 to 128 pages with width 
23% 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative. or write. 


BOSTITCH 


335 Mechanic St. ©@ Westerly, R 
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Attention! 


MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your periodi- 
cal publication, either sheet-fed 
multi-color letterpress, offset or 
web-fed offset. Ample paper sup- 
plies available. 
For detailed information, write 


M.F.A. Publishing Department 


201 South 7th, Columbia, Missouri 
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COMMUNICATION 


By Richard A. Naumann 


Man’s first attempt to communi- 
cate was with grunts and body signs 
— the audio and the visual. Today, 
both the audio and the visual are 
used in varying measure by every- 
one who communicates successfully, 
and specialized use of audio-visual 
devices as instructional aids is al- 
ready an old technique until mod- 
ern communication is now a job for 
professional specialists. At times, 
youll probably want assistance 
from these professional men just as 
you do from doctors, engineers, and 
tax experts. 

If you decide audio-visuals are 
worth their cost, the next step is to 
choose and prepare them. If your 
subject cannot be adequately pre- 
sented person-to-person or with a 
simple gadget you can make your- 
self, you'll probably need the help 
of specialists at one or more stages 
in planning, preparing or producing 
an audio-visual device to help you 
communicate effectively. This 
brings up the question of whether 


Part Ill of this series gets into the controversial area of doing production in- 


ternally or hiring outside specialists; here are some practical guides to action 


and some aid in making your own decision. 


to try to produce the devices within 
your own organization or have 
them produced by specialists out- 
side of your company. 


> Many organizations do prepare 
simple devices such as slides and 
one-shot flip charts internally. 
However, few organizations are big 
enough to need or afford internal 
facilities for producing complex de- 
vices. Instead, they rely on the help 
of outside specialists, the audio-vis- 
ual producers. Thus, as with other 
equipment you use, the answer to 
the question of whether to have 
your own audio-visual specialists 
and production equipment or to 
hire independent specialists when 
you need them will depend greatly 
on what devices you use and how 
often you use them. 

In general, if you need the serv- 
ices of any specialists often enough, 
it may be best to hire them 
and handle your audio-visual work 
internally; otherwise, to have it 
done by outside producers. In any 
case, you should know how audio- 


visual producers can assist you and 
how to deal with them. 


’ The audio-visual industry as it 
exists today can be dated from 
about the time non-inflammable 16- 
mm motion picture film became 
available and the heat filter for pro- 
jectors was developed to make 
slidefilms practical. Both events oc- 
curred about 1923 and from then on, 
the development of audio-visual 
aids was rapid. During the second 
world war, the value of audio-vis- 
uals in promoting effective com- 
munication was proved beyond 
question and audio-visuals have 
found increasing use ever since. 
The vastly increased use of audio- 
visual devices promoted the growth 
of organizations devoted to their 
production. 

Advertising agencies bloomed 
with the acceptance of the value of 
advertising and the recognition that 
it is a highly specialized field. 
Audio-visual producers have ex- 
panded through similar acceptance 
and recognition. Men whose job it 
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How to Focus and Hold 
Audience Attention 





ORAVISUAL WHITEBOARD EASEL | 
Helps to clarify, emphasize and dramatize 
ideas for better understanding. 


Use large paper writing pads. No need to | 
erase valuable conference notes. 


All aluminum. Folds up small like magic for | 
easy carrying or storage. 


All purpose—also ideal for turn-over charts 
and cardboard charts. 


Thousands in use the world over. Many 
other models available. Also Folding Flannel 
Boards, Lecterns, etc. Write for catalog. 


FREE 24 page pictorial booklet No. A15 
HOW TO MAKE A CHART PRESENTATION 


ORAVISUAL CO., INC. 
Box 609 A St. Petersburg 2, Fla. 





Desk Top Sound Movies for Salesmen. 


The NEW MODEL C-55 MOVIE-MITE port- 
able 16mm sound projector fits compactly in | 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightest in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use, 
Price only $298.50. 

Write today! Find out how MOVIE-MITE 
can tell your story with brilliant pictures, 
hi-fi sound. 


® Lightest in weight 
@ Lowest incost © Smallest in size 
@ Easy on film ®@ Easy to use 
@ Top quality picture and sound 


Male HARWALD COMPANY, INC 
1218 CHICAGO AVENUE, EVANSTON, ILLINOIS §f 
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is to communicate with others now 
recognize that competent planning 
and production of audio-visual 
communication programs is a job 
for experienced specialists, and they 
are turning to audio-visual produc- 
ers to supply their needs. 

As recognition has grown, the 
audio-visual industry has grown in 
size and competence. Today, pro- 
ducers are called to their client’s 
conferences and cooperate with 
them in developing problem-solving 
communication programs which 
may utilize a wide variety of audio- 
visual materials. 

This practice is particularly com- 
mon for training programs. It is be- 
coming a more common practice in 
the fields of sales promotion, pub- 
licity, advertising, personnel rela- 
tions, and business management and 
is expanding to include other major 
departments of modern business. In 
short, the audio-visual industry has, 
or is rapidly attaining, the status of 
a profession. 

The producer is no longer only a 
jobber building devices according to 
specifications furnished to him, but 
an expert consultant as well. Like 
the engineer, the producer re- 
searches, creates, and plans solu- 
tions to communication problems 
and then goes on to direct the ex- 
ecution of these plans. 


> If you’ve decided to have audio- 
visuals produced externally, you 
can choose among producers by se- 
lecting from the price bids they 
submit on specific jobs. This is a 
successful method if the job re- 
quires no more than job-shop pro- 
duction of a simple device; for ex- 
ample, making a set of glass slides 
to your specifications. The cost of 
job-shop services of this nature can 
be estimated accurately and thus 
price bids are reliable. However, 
even with this type of service you 
must be careful to check what 
you're getting. 

There are so many things that go 
into the production of audio-visual 
devices that there can be a wide 
apparent price difference in bids 
without any real difference if you 
balance the bids in accord with the 
services actually included. Take the 
reproduction or duplication of film- 
strips as an example. One producer 
may quote filmstrip prints made 
from your negative at $1.80 and an- 
other at $2.20 each. 

This difference in price could be 
the result, not of a difference in 
quality nor a matter of price cutting 
or padding, but rather a difference 
in what the individual producer 
intended to furnish. The low price 
might include only the delivery of 
the filmstrip prints in bulk (mul- 


tiple prints on a continuous roll of 
film), while the higher price could 
include vaporating, inspecting, roll- 
ing and canning individual strips, 
furnishing cans and printing and 
affixing labels. This variation in 
services rendered becomes greater 
in proportion to the complexity of 
the device. 


> Exact specifications can’t be given 
for complex devices until they are 
thoroughly planned because they 
are not standard items but are 
tailor-made for the specific function 
which they are to perform. As a 
result, a price bid is often a 
thoroughly unreliable method of 
choosing a producer if you are buy- 
ing creative as well as job-shop 
services; that is, if you buy any- 
thing more complex than produc- 
tion of devices for which exact 
specifications can be given. 

The situation is analogous to 
building a home. Even an expert 
builder can’t tell you “how much a 
house will cost” until he knows 
how big it is to be, where it will be 
built, what materials are to be used 
— in short, until the plans are 
drawn. It’s the same with audio- 
visuals. The producer (or you) 
must first make rough plans for the 
device and then submit the price 
bid on the basis of these plans. Un- 
less you know what the plans con- 
tain, the price bid means nothing. 

A low price may mean that the 
producer is going to cover only a 
part of your requirements or cover 
them ineffectively. As a_ result, 
choosing the producer who makes 
the lowest price bid may be a mis- 
take. 

Of course, a high price is no 
guarantee of high quality. How- 
ever, high bids by producers may 
indicate that they furnish an as- 
sortment of “extra” services not 
forthcoming with lower bids. For 
example, the producer may plan to 
“test run” a motion picture or other 
device before it is released to the 
field. These extra services may or 
may not be desirable to the indi- 
vidual buyer but certainly should 
be taken into account. 


>» Because price bids for complex 
devices or proklem-solving pro- 
grams are meaningless if separated 
from their plans, when creative 
services are required, producers 
submit proposals rather than bids. 
A proposal outlines the type of de- 
vices to be used, the subject matter 
to be covered, and an estimate of 
the price. With this information, 
your choice between proposals can 
be made by the manner in which 
the producer proposes to fill your 
need rather than by the price alone. 





Proposals or “plans” are im- 
portant for the creative production 
of devices as well as for problem- 
solving programs because there is 
a wide price range between indi- 
vidual examples of any one type of 
audio-visual device. A motion pic- 
ture, for instance, may cost $100 or 
$100,000. The length, the kind of 
subject it covers, the treatment 
used, and many other factors will 
determine the cost of any specific 
motion picture or other audio- 
visual device within the price range 
for that type of audio-visual. 

In addition to the price variations 
caused by the manner in which a 
device is conceived — that is, 
whether it covers the subject 
matter in a simple or elaborate 
manner—the quality of the actual 
production or “manufacturing” of 
the device plays an important part 
just as it does in the cost of houses. 
A high price does not assure a good 
product, nor does a low one pre- 
clude it. Therefore, you should 
judge proposals not only by the 
price tag but by the manner in 
which the device or program is 
planned and by the quality of its 
production. 


> Even when you choose a producer 
by proposals he submits, there are 
problems. For one thing, choosing 
among proposals requires that they 
be evaluated — itself a job for ex- 
perts. Another difficulty is that you 
can’t judge the quality of produc- 
tion of a specific device until after 
it is produced — and even then this 
is a job for experts. 

Because of the various problems 
involved in selecting a producer, 
the procedure that is becoming 
common, especially among large 
users of audio-visuals, is to form a 
semi-permanent alliance with a 
producer similar to the way they 
choose and ally themselves with an 
advertising agency. 

The producer makes a presenta- 
tion which states the reasons he 
feels competent to supply the cli- 
ent’s needs — usually including a 
summary of what he has done for 
other clients. Once selected, this 
producer performs the majority of 
the client’s audio-visual services. 

This is a successful method — 
for both client and producer. It can 
save both of them money in the 
long run because it eliminates some 
of the cost of preparing expensive 
proposals for each specific job. It 
also saves the trouble of choosing 
a producer every time one _ is 
needed. 

One advantage of an alliance with 
one or more producers is that if a 
client selects a producer on the 
basis of competing proposals on 


specific jobs, he may end up choos- 
ing one according to his own idea 
of what he needs to accomplish the 
objective he has in mind, or even 
entirely on a price basis, and the 
inexperienced client is seldom a 
qualified expert in such matters. 

On the other hand, if you ally 
yourself with a producer whose 
judgment you trust, he can make 
his recommendations and then you 
can balance the cost of doing the 
job effectively against the im- 
portance of the job. If the cost is 
above your budget, it may be better 
to revise your objectives than to try 
to cut the price by finding a pro- 
ducer who will offer to do the job 
cheaper. By working the problem 
over with your producer, you prob- 
ably can arrive at an objective and 
a means of achieving it that lies 
within the allotted budget. 

Even if you have only a limited 
need for audio-visuals it may be 
better to form an alliance with a 
specific producer — in fact, it may 
be even more important than if you 
need them frequently. If you use 
audio-visuals frequently, you be- 
come a more qualified judge of 
effective techniques and tools. If 
you use them infrequently, one of 
the most important reasons for 
calling in a producer is to get his 
recommendations on how you can 
achieve your communication aims 
effectively. If this is the case, you'll 
want a producer whose judgment 
you can depend on rather than one 
who's trying to sell you something. 


> A qualified specialist is able to 
effect economies without damaging 
the impact of an audio-visual de- 
vice. This can be done, for ex- 
ample, in the conception and plan- 
ning of the device by making the 
treatment simple rather than elab- 
orate. It can also be done by effect- 
ing economies in the production of 
the device. Once a script is written, 


aK 
“Let me make a suggestion . . 
the whole idea and get 
agency.”’ 


. scrap 
a new 


most of the details that affect the 
cost of the device are determined, 
but production costs can still vary. 

The unknowns that cause the re- 
maining variation can be grouped 
under a combination of the quality 
and know-how of production. These 
are unknown factors until the de- 
vice is produced, unless you are fa- 
miliar with the producer’s work. 
This is another reason why it is 
important to deal with a producer 
in whom you have confidence. 

As an example of this variation 
in production costs, if you took a 
motion picture script to several 
producers you might find that quo- 
tations on the cost of producing the 
picture varied from $2,000 to $16,000 
— yet both extremes could be hon- 
est estimates. The low bid might 
represent a quotation by one man 
producing the picture by himself — 
or your own estimate if you pro- 
duced it internally and disregarded 
salaried costs. The highest estimate 
might include use of the best per- 
sonnel and facilities in the business, 
or it might be an estimate by a 
producer without the know-how to 
effect economies. Somewhere in be- 
tween would be the more usual, 
average price. 

This does not mean that the usual 
commercial film is not the best one. 
It simply means that, although it 
may be produced with the best per- 
sonnel and facilities, the budget of 
the usual commercial film is de- 
liberately limited by effecting “wise 
economies,” by eliminating fancy 
effects and extravagant sets which 
are not essential for the job the 
film is designed to do. 

A good part of the value of com- 
mercial specialists lies in this ability 
to effect economies without damag- 
ing the impact of the audio-visual 
device or program. Cutting corners 
beyond wise economies, however, 
results in an inferior product — in- 
ferior in terms of its effectiveness 
in doing the job you want done. 

Thus one danger of selecting pro- 
ducers on a competitive price basis 
for each job is that a low price may 
only mean that the producer is 
going to cut too many corners. Of 
course, there is always a possibility 
of getting high quality work at a 
low price from a producer willing 
to cut prices in order to get your 
business. 


> The size of the producer’s organ- 
ization may or may not be an im- 
portant consideration in selecting a 
producer. In the audio-visual in- 
dustry, the large and the small or- 
ganizations differ in more respects 
than just size. They are individual 
entities existing side by side and 
filling different needs, yet they are 
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Graphics 


® Chalkboard 

Portable $20-$40 
Composition materials 60c-$1.25 /sq. ft. 
Crayons (colored) 

© Flip charts 

Stands 

Binders 


Slides 


® Glass 

Masks 

Cover glass 

Mounting 

Carrying Cases 

® Overhead 

Mounting frames 
Imprinting frames 
Clear plastic sheets 
Colored plastic sheets 
Plastic tape (50 foot roll) 
© Stereo 

Hand viewers 

Slide carrying cases 
Spectacles 

© Viewmaster 
Viewers 

Light attachments 


Film 


© Filmstrip 

Cans, canning, & labels 
Mailing containers 

(record & film) 

© Stereo filmstrip 

Viewers 

Boxes for viewers and films 
® Motion picture (16mm) 


Mailing containers 


Projectors 


Glass Slide (3'/,x4) 

Glass slide (2x2) 

semi-automatic changer 

full automatic projector 

Glass Slide (combination) . .$200-$300 
2x2 adapter 

Filmstrip adapter 

Motion Picture (16mm) . .$400-$2,000 
(Suitcase) 

Opaque 

Overhead 

Slide & filmstrip adapter 

Sound Slidefilm 

Projector carrying cases 

Projector lamps 

Projector lens 

Projector stands 

Projection screens 

Wall 
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somewhat interdependent because 
of the overhead involved. 

Extensive equipment may be re- 
quired to produce a motion picture 
or live show. The small producer 
can’t always afford to have all of 
this equipment on hand, so he rents 
it from the larger organizations or 
from independent suppliers. The 
large organizations do not use all of 
their equipment constantly but can 
better afford to own it because they 
rent it to others. This situation pre- 
vails even in Hollywood. 

The small producer may give 
faster, lower cost service to the 
small business or industry. He also 
may give more attention to the 
small account. For example, the 
small producer may assign his best 
writer to do your job and this 
writer may be better than the sec- 
ond-string writer the big producer 
might assign to you. 

This is important because the 
caliber of the audio-visual is de- 
termined by the ability of the spe- 
cific creative team assigned to the 
job, not just by the over-all ability 
of the producer’s organization. On 
the other hand, the large organiza- 
tion may have a reservoir of per- 
sonnel, equipment and know-how 
that is essential to your needs. Thus 
your choice between big and little 
producers will depend on many fac- 
tors; most particularly your need 
and your budget. 


>» A producer may set a definite 
price in advance or bill you on a 
cost-plus basis. When he sets a 
definite price he includes an allow- 
ance for contingencies because even 
he cannot foresee exactly what 
problems will arise in production. 

For instance, it it rains during 
outdoor shooting of a motion pic- 
ture, the entire complement of tal- 
ent and technicians may be idle for 
hours — at full pay. These person- 
nel may be hired by the hour or 
day and get paid for their time even 
if they are only sitting around wait- 
ing. Remember this and don’t be 
responsible for delays by not having 
your products or facilities ready at 
the scheduled time when the cam- 
era crew arrives to shoot them. 

If production goes smoothly, if no 
contingencies arise, you may pay 
more on a definite price basis than 
if you contracted on a cost-plus 
basis. On the other hand, if you 
contract on a cost-plus basis, a lot 
of contingencies will be reflected 
back to you. Thus the cost basis is 
not advisable if you are unsure of 
the producer’s ability, not sure that 
he will avoid the extra expense of 
contingencies. 

The cost-plus arrangement prob- 
ably is advisable only if you deal 


continually with one producer; it is 
obviously out of the question if you 
use competitive bids. 

A common plan is to work on a 
not-to-exceed basis under which 
the producer bills you actual costs 
(plus mark-up) within the “not- 
to-exceed” figure. This way the 
producer is covered against possible 
contingencies and, if none occur, 
your billing will reflect the saving. 

On occasion, under this system it 
is necessary to make additional 
funds available when the cost goes 
beyond the original not-to-exceed 
price as a result of changes by the 
client. These extra charges can be 
avoided if you start out with a firm 
objective, remember to get your 
money’s worth out of the producer 
by taking advantage of his spe- 
cialized knowledge, and cooperate 
as fully as possible to meet produc- 
tion schedules. 


> The modern audio-visual pro- 
ducer is a _ professional specialist 
who can help you communicate 
effectively. He can help you plan, 
create, and produce simple devices 
or far-reaching programs utilizing 
various audio-visual media. 

If communication does not play 
an important part in your job or 
business, you may seldom need a 
producer’s services, but when you 
do have a problem in communica- 
tion, you should get the help of 
professional specialists. 

On the other hand, if communica- 
tion is important in your business, 
you'll probably have _ specialists 
within your organization and utilize 
the producer’s services mainly for 
the planning and production of 
complex devices or problem-solving 
programs. In any event, you should 
be familiar enough with audio- 
visual producers to know what kind 
of help they can give you. 

When you do need the help of a 
producer, select him as carefully 
and consider his opinion as thor- 
oughly as you would any other 
professional specialist. When you 
and the producer have agreed on 
the means of accomplishing your 
objective, he will set up a pro- 
cedure which will enable you to 
check the progress at various points 
for your protection and satisfaction. 
When production begins, you can 
keep costs and production time 
down to a minimum by cooperating 
in establishing and maintaining a 
production schedule. 

The producer’s job is to help you 
communicate. You can _ use _ his 
knowledge to best advantage if you 
determine exactly what you want 
to accomplish before you call him 
in. Once you state your objectives, 
his specialized know-how will en- 





able him to help you accomplish 
your objectives as economically as 
possible. 

It’s his business to know what 
devices and techniques will best ac- 
complish specific objectives and 
how much various procedures cost. 
Consider his recommendations 
carefully and you'll find he can be 
an asset by helping you communi- 
cate more effectively. 44 


Kodak Signet 40 Meets 
Industrial Needs 


A moderately priced 35mm cam- 
era of new design has been an- 
nounced by Eastman Kodak Co., 
Rochester, N.Y. The Kodak Signet 
40 is intended for either the ex- 
perienced or beginning business or 
industrial photographer. It’s par- 
ticularly suitable for making train- 
ing slides, employe photographs and 
pictures of assembly techniques and 
office procedures. 

The camera and flash-holder are 
styled as an integrated unit. The 
Signet 40 has two interchangeable 
flash reflectors to provide greater 
efficiency from today’s midget flash- 
bulbs now frequently used with ul- 
trafast films. An exposure guide for 
use with either color or black-and- 
white film under existing daylight 
conditions is part of the camera. 
In addition, the flash-holder has an 
exposure guide for use with vari- 
ous combinations of flash 
and films. 

The Signet 40 has a lumenized. 
color corrected Ektanon 46mm f/3.5 
lens. 

The eight speeds of the Kodak 
Synchro 400 Shutter range from 1/5 
second to 1/400 second and “B” for 
long exposures. Synchronization is 
provided for electronic flash and F 
or M type of photoflash lamps. 

The camera, flash-holder and two 
reflectors are included in the total 
price of $65. 44 


lamps 


Maybe Daisies Won’t Talk 
But New Ad Scales Do! 


Looking for a novel way to stop 
that line of traffic near a point-of- 
sale stop? A novel new scale that 
“talks” to the customer (but keeps 
his weight a secret) has been intro- 
duced by Hamilton Scale Co., To- 
ledo. 

Called the Talkie Ad Scale, the 
unit gives free weight in a confiden- 
tial reading while boosting the adver- 
tiser’s product through tape-recorded 
messages. The tapes play six separate 
ad messages, running 124 seconds, 
or about 20 words each. 

Scales are available for sale or lease 
and are expected to prove effective 


New Ad Medium .. . Designed to stop po- 
tential buyers at point of sale, ‘’Talkie-Ad 
Scale’’ sells sponsor’s products while giving 
a free (but confidential), weight-reading. 


in shopping centers, parking garages, 
railroad stations, drugstores, airports, 
etc. 

Additional information is available. 


on 


nside back cove! 


Catalog Describes Films 
Available From Shell 


Announcing the completion of a 
new film in its “This is Oil’ series, 
Shell Oil Co., New York, is offering 
a full-color catalog describing the 
films available from the company 
on a free loan basis. 

The oil series covers the field 
from prospecting to marketing with 
five different films entitled: 


Prospecting for Petroleum 
Birth of an Oil Field 

Refining Oil for Energy 

Oil — The Invisible Traveler 
The Story of Oil Marketing 


Other films in the Shell library 
include “The Fossil Story” — a 
study of animal and vegetable life 
that lived hundreds of millions of 
years ago; “The Diesel Story” 
an introduction to the study of the 
modern diesel engine; 
Liquids” 
lics; “Screw 
Jays’ — a 


“Harnessing 
the study of hydrau- 
Drivers and Screw 
highway safety film; 
and another series of six films en- 
titled “How An Airplane Flies,” 
which break down the theories of 
flight into its major 
for the layman. 

The films are all professionally 
produced and are available in 
16mm. The catalog is amply illus- 


components 


trated and includes a page of in- 
formation and instructions for or- 
dering any of the films. 


For your copy circle No. 310 on the 
Readers’ Service Card inside back cover 


Removable Film Tape 
Developed for Splicing 


A transparent, adhesive splicing 
tape that can be removed and re- 
applied to film without the loss of 
frames has been developed by Per- 
macel Tape Corp., New Brunswick, 
N.J., in cooperation with the Photo 
Product Dept. of the DuPont Co. 

Available in 16 and 35mm widths, 
Permacel’s “96 Splicing Tape” has a 
one-mil polyester film backing and 
a five-mil self-sticking clear ad- 
hesive. 

According to the company, the 
new tape has a greater tear strength 
than that of triacetate film, and is 
resistant to film cleaning agents. In 
addition, it eliminates the need for 
staples, clips or stitch splicers since 
there is no loss of frames when re- 
pairing torn film or perforations. 

Permacel 96 comes individually 
packed in cans to prevent roll dam- 
age and drying out. 44 


New Direct Mail Pieces 
Contain Audio Appeal 


Samples and details on a new di- 
rect mail piece that “speaks for it- 
self” are available from Cinex Man- 
ufacturing Co., New York. 

Called the “Sound-O-Gram,” the 
unit consists of a miniature four- 
inch unbreakable record, a one- 
piece playing arm and ttable of 
heavy coated card stock, and a 
needle-amplifier. 

It can be mailed flat in a standard 
+10 envelope, set up in seconds, 
and displays a printed sales message 
in addition to the audio one. 

Available with advertising im- 
print on the record label, “Sound- 
O-Grams” are priced at 15c a unit 
in quantity runs. 


RT 
NO 


I you Sid 
Readers i inside back 


Films’ Running Time 
Listed in Time-Table 


The titles and exact running time 
of every free, informational film 
distributed by Association Films 
Inc., New York, has been listed in 
a new tv “Time-Table,” available 
from the company. 

Designed to help directors fill 
emergency openings or to build 
public-service series, the time-table 
includes special length film listings 
as well as the regular quarter-hour, 
half-hour, or 5- to 11-minute films. 
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An occupational delight is often 
accompanied by an _ occupational 
hazard. If you receive the American 
Management Assn.’s conference an- 
nouncements, or pick up the pro- 
grams or handbooks at the confer- 
ences, this is the occupational de- 
light. The occupational hazard is, 
eventually, your bulging files. 

The interest these artistically 
produced pieces create is a good 
measure of their success. Few peo- 
ple throw them away. Artists and 
editors save them. AR, which has a 
representative collection, took its 
bulging file to the AMA for the 
thinking behind the program. 

Keep in mind this year there 
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How the American Management Assn. appeals 


to varied audiences with a varied 


program, using taste and imagination to 


produce an inspired series of printed pieces. 


were 27 conferences, and 21 last 
year. But no two mailings are the 
same in art treatment. And the 
AMA is selling an intangible — 
management education — strictly 
by mail. The association spends 
$1,000,000 a year for printing and 
promotion. 

“We have no actual product to 
sell but an intangible tangible,” art 
director Dale Pelow told AR. “In 
10 years the AMA has grown from 
9,000 members to 23,000, from 12 
activities to 535, and the organiza- 
tion staff from 30 to 300. Much of 
this growth is attributed to the 
direct mail effort in the past five 
years.” 


> AMA direct mail promotion of 
conferences began under Harold 
Rogers, who left two years ago to 
become art director of the Westport 
Artists School. Mr. Pelow took over 
the program with no break in con- 
tinuity. 

Suppose we take some of the 
mailed announcement folders and 
accompanying program or hand- 
book covers, the latter distributed 
at the conferences, and see how 
they execute their art theme tie- 
ins: 


@ Electronics nt Work . . . This was 
a special conference held Feb. 27- 
29, 1956, in New York. The an- 





SrRING MANUFACTURING CONFERENCE 


PALMER HOUSE, CHICAGO MARCOS BH- 30, 1085 
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SUMMER 


*2OGRAM 


Qe the campus of Colgate University, Harmison New York 


Systems Planning 
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Control] 
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DO IT YOURSELF 


- the only paper 


type mounted on a compact wooden 
type holder for easy use. 


SET EVERYTHING 
Anyone can set headlines and body text for 
ads, printed pieces of all kinds. 
QUICKER, EASIER 
Aligns eutomatically to straight edge, tabs 
overlap allowing special spacing for special 
letter combination; no opaquing between 
letters required. 
COSTS LESS 
Each stick contains up to 62 different char- 
acters in pads of 50 each 
—3000 characters in all. 


COMPLETE FONTS 
$2.50 to $12.50 
WRITE FOR 
CATALOG Showing 
300 Type Faces 
PRESTO PROCESS CoO. 


183 St. Paul St., Rochester, N.Y. Room 202A 
. for more details circle 422, page 104 


Copyfitting 
got you down? Get the 


HABERULE 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you can copyfit all type jobs with 
this new, completely revised Haberule. Tens of 





thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 
THE HABERULE CO. 
BOX AR-245 © WILTON, CONN 
. for more details circle 388, page 104 


iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$109 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, lil. 
- « » for more details circle 357, page 104 





- for more details circle 380, w mere detalis civele 388, page 104 


x EW WATERLESS 
Permanent t ype. tough ‘“‘Vinyl’’ 


seconds with out water. Saves labor; no 


a in stora - MADE TO YOUR 
SPECIFICATIO . lettering, num- 


bers, your ae Send now for FREE 
SAMPLES an estimate. 

SCREEN PROCESS PRINTING CO. 
P. ©. BOX 948, WICHITA 1, KANSAS 


- . for more details circle 431, page 104 
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nouncement, a 6x10” fold-down 
mailing, was a unique printing ap- 
proach employing embossing. 

Embossing produced the desired 
effect of mystery, power, vibrancy, 
uncontrollable energy. The art di- 
rector and artist Ciemer Drimer 
felt it was needed for three-dimen- 
sional quality, that they couldn’t 
get this tactility from a normal, 
two-dimensional item. 

The cover as finally executed con- 
sisted of an electronic tube render- 
ing in gray, topped by a disjointed 
splash of yellow embossing. The 
immediate background was white, 
for outlining. The over-all back- 
ground consisted of a magnetic pat- 
tern in black. Paper was 65-lb. 
Kromekote, coated one side. 

This solved the problem of visual- 
izing electronics in a different way. 
The field is something of a mystery, 
and the piece had to intrigue the 
busy executive. 

For the handbook cover (hand- 
books are issued at special con- 
ferences, programs at regular con- 
ferences), the suggestion of un- 
bridled power was retained with a 
gray magnetic pattern on yellow, 
accompanied by ellipses and dotted- 
line effects. 


® General Management Conference 

. Held May 23-25, 1956, in New 
York, the conference reverted to 
the Roman agora or marketplace 
for its theme. The modern-day 
forum is sometimes considered a 
dull affair, and the art problem 
was how to sell the conference in 
an interesting and different way. 

For a forum effect, the art di- 
rector and artist Gil Walker (the 
AMA uses many freelancers be- 
cause of the crash-type nature of 
its demands, 15 to 20 days between 
conception and completion) thought 
of the Roman forum, symbolic of 
forums. No building, but a market- 
place. The businessmen in this case 
were classified as warriors, the 
office was a bandbox of scrolls. 

The announcement folder was a 
74x11” fold-down piece, with fig- 
ures line-drawn, white on a pale 
blue background. The program was 
a 16-page 6x9” pamphlet, blue fig- 
ures on a black background. A good 
white paper or card stock was 
needed, so 80-lb offset was em- 
ployed (all printing is offset). 

For a smooth transition and tie-in 
between announcement and pro- 
gram, and in this case from the 
horizontal announcement to the 
vertical program, a portion of the 
announcement art was used for the 
program cover. 


© Spring 
ence... 


Manufacturing Confer- 
. Antique art, a phrenology 


print from a collector friend of the 
AMA, was used for this conference, 
held March 28-30, 1955, in Chicago. 
The announcement folder, 74x10’, 
carried the theme inside, with an 
enlargement of the head superim- 
posed on a negative stat of a slide 
rule. The theme: “Measure an 
Idea?” 


>» Antique art, once used heavily by 
Mr. Rogers, is still employed by Mr. 
Pelow, but sparsely. Both use mod- 
ern layouts to keep the antique art 
designs from seeming dated. The 
art is usually obtained from the 
N. Y. Public Library or the Bett- 
man Archives. Let’s take some past 
and present AMA uses of such art: 


@ Special Manufacturing Confer- 
ence ... This one, on automation, 
Oct. 10-12, 1955, in New York, had 
a diagrammatic plan and antique 
art. 

The 6x9” foldout featured the 
plan in black and white, with the 
red word, “Automation,” and a 
grease pencil outline suggesting a 
factory. Both were superimposed 
over the plan. For the handbook, 
the factory outline was discarded. 


© AMA Workshop & Orientation 
Seminars . . . The complete program 
for seminars to be held between 
February and June 1956 employed 
a cracker-barrel scene from an old 
woodcut or steel engraving. (Each 
year four 8%x10” handbooks de- 
tailing 530 seminars and three 6x9” 
handbooks for management, mar- 
keting and communications courses 
are part of the AMA art department 
output, plus conference material.) 

The seminar book runs to 46 
pages, although the next such book 
will be 72 pages. It is a good ex- 
ample of how text type is used by 
the AMA as part of the design 
motive. On the whole, the text is 
solid type, made inviting with black 
and gold, caps and upper and low- 
er, vertical as well as horizontal. 
The cover has a _ halftone, gold 
printed antique art, vertical and 
horizontal printing, on flat antique 
stock. (The management courses 
handbook is another example of 
how type and copy are used for the 
major art theme.) 


© Packaging Conference & Exposi- 
tion . . . Held in Chicago in 1953. 
Front cover art for the mailing 
piece showed a cigar-store Indian 
holding cigars in the right hand 
and three packages in the left. The 
antique photo was considered ap- 
propriate because the packages in 
the left hand included three major 
types: for shipping, wholesaler, 
consumer. 





The 8%x11” folder and the 6x9” 
program both had the same art, 
credited to the National Gallery of 
Art Index of Design, the folder in 
gold with brown type, the program 
in black and white with red. An 
inside headline in the announce- 
ment asked, “Any Wooden Indians 
in Your Packaging?” 


® Marketing Conference . . . The 
84x10” announcement, with an en- 
graving of a 17th Century peddler 
by Larmessin, pushed the Feb. 9-11, 
1953, conference in New York, and 
was repeated on the 6x9” program. 
Announcement color was fuchsia 
for strength and difference, pro- 
gram color blue on white. 

Taglined “Operation Sales,” the 
announcement repeated the peddler 
and headline with pertinent copy 
inside, along with typographical 
trade cuts of various types of 17th 
Century tradesmen. 


® Mid-Winter General Manage- 
ment Conference . . . “Perspective” 
was the theme of this conference, 
held Jan. 12-15, 1953, in Los Ange- 
les. Cover art for the 84x11” an- 
nouncement was from an engraving 
of Macao, China, by Theodore de 
Bry (1528-1598). 

To carry the engraving, red was 
used for strong color, plus the Ori- 
ental flavor it imparted, along with 
Legend type. The 6x9’ program 
used a portion of the announcement 
art, this time printed in a warm 
brown. 


> There were other uses of antique 
art by Mr. Rogers in late. 1952- 
early 1953, for an insurance confer- 
ence in Chicago, a manufacturing 
conference in Cleveland, a person- 
nel conference in Chicago, and a 
manufacturing conference in New 
York. But the previously-listed 
uses of this technique are sufficient 
for explanation. 

Mr. Pelow looks upon antique 
art as a valid step in the evolution 
of keeping up with the times, with 
reservations. “It’s been used, 
abused, and it passes as fads do. 
It’s sometimes used as a foil to 
show the modern approach in con- 
trast. It’s an elementary tieup. Now 
we reach for a theme,” the art di- 
rector said. 

Art and copy for each announce- 
ment are built around a central 
theme, drawn either from the gen- 
eral subject matter of the confer- 
ence, or from a particularly im- 
portant session of the program. The 
same two display type faces seldom 
are used in any two mailings. Hand, 
machine, photo distortion or mold 
are used for special effects now and 
then. But well-known type faces 
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are employed in body copy, because 
of their legibility and familiarity. 


> Here are some other examples, to 
show the continuing yet individual 
approach used in AMA material: 


® Managing Product Research and 
Development . . . A special confer- 
ence, including seminars, held Oct. 
6-7, 1955, in New York, this required 
additional treatment, with an initial 
announcement and follow-up an- 
nouncement, eventually wrapped 
together with a handbook cover by 
the art department. 

The mailers were 6x8%” and 
6x9” and the handbook cover 
84x11” (programs and handbooks 
are always 6x9”, with variety in 
sizes coming in the announcements). 
The product research and develop- 
ment art was particularly difficult 
and intriguing. 

The larger mailer, sent out first, 
had a toned-down-gray reproduc- 
tion of a dime enclosed in a beaker 
drawing, with a gold fabric back- 
ground. The second mailer had a 
golden dime reproduction, beaker 
outlined in white, with a_ black 
fabric background. The handbook 
cover had the colors of the first 
mailer. 

For this series, the mailer dime 
reproductions were toned down to 
70% so they wouldn’t overpower 
the beaker outline. And the fabric 
background was a decorative note, 
a fabric design. “We must have 
rolled ink on fabric and tried the 
fabric on paper 50 times before we 
got what we wanted,” Mr. Pelow 
said. 

How and why to allot funds for 
research was the theme of the 
pieces, hence the dime and the 
beaker reproductions were used as 
tie-ins for the theme. 


© Midwinter Personnel Conference 
. . . Held Feb. 15-17, 1956, in Chi- 
cago, the conference touched on 
collective bargaining and executive 
development. One mailer featured 
a totem pole with labor union lead- 
ers, Indians dancing around it, a 
tree stump with red birds (left 
wing elements) and off to the right 
a separate totem pole, tent and fig- 
ure for John L. Lewis, who was 
anti-CIO-AFL merger. The pro- 
gram picked out the totem pole for 
illustration. Another mailer showed 
a telephone and Victor Riesel, now- 
blind labor columnist, for “Person 
to Person on the Big Merger.” Mr. 
Pelow said he liked the telephone 
art piece, but some felt it didn’t tie 
in with the totem-pole theme. 


© Summer Program , . . Held sum- 
mers at Colgate University, it con- 
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sists of courses in cost reduction for 
supervisory management, executive 
communication, management, man- 
agement for presidents, marketing, 
intra-company management, a pres- 
idents’ round table, and seminars. 

Here the AMA art department 
tries a different technique, one 6x9” 
mailer, plus rifle shot material 
aimed at specific groups, such as 
844x11” beamed announce:nents for 
the Management Course for Presi- 
dents, the Public and Industrial 
Relations Course, and the Course in 
Cost Reduction for Supervisory 
Management. 

The over-all mailer has a halftone 
reproduction of the Colgate chapel. 
It’s a sunny, contrasty picture, and 
the word, “Program,” is also pro- 
duced in sun-and-shadow effect by 
the standard procedure of statting 
the lettering and setting it off via 
overlays. A bright blue emphasizes 
the sun and summer. The Manage- 
ment Course mailer employs a 
drawing of the chapel, the Cost Re- 
duction piece a wooden vise sketch. 


e Systems Planning & Control... 
A special conference held April 23- 
24, 1956, in New York, this one 
produced some interesting results, 
art- and registration-wise. Done in 


Master System Adopted 
For Photo-Typesetting 


“Linofilm” is the name adopted 
by Mergenthaler Linotype Co., 
Brooklyn, for its integrated system 
of photo-typesetting from original 
copy to film ready for platemaking. 
It can handle all phases of compo- 
sition with unusual speed, accuracy 


Lightweight Font . . . Complete alpha- 
bet for Linofilm photo-typesetting sys- 
tem developed by Mergenthaler Linotype 
Co. weighs only 8 oz., is made of glass 
and aluminum. Company spokesmen re- 
port it will last indefinitely, can be 
quickly interchanged with other fonts. 


plain formal announcement style, 
no art whatsoever, it was another 
in the series of tests and departures 
the AMA rt department tries. With 
the arty .aeme of most mailers 
avoided, i: «as a successful non-art 
treatment. “Type, too, is a form of 
art which some people forget too 
often,” Mr. Pelow said. 


> When the art department was 
started five years ago, there was no 
family or resemblance of art among 
the AMA’s eight divisions (finance, 
personnel, office management, 
packaging, manufacturing, insur- 
ance, general management, mar- 
keting). First under Harold Rogers, 
then under Dale Pelow, the inte- 
grated approach spread from con- 
ferences to divisional courses, sem- 
inars and services, and more re- 
cently to the AMA’s new subsidi- 
ary, the International Management 
Assn. 

This year approximately 3,000,000 
conference pieces alone were mailed 
out by the AMA. It represents a 
sizeable load in printing and art, 
spread around to different printing 
houses and freelance artists. It 
wasn’t too many years ago when 
the AMA’s art could be handled 


by a few printing sources. 44 


and point size range, according to 
company spokesmen. The system 
provides a type range of from 4 to 
108 points, and a speed which, al- 
though free of inherent limitations, 
is now 15 newspaper column lines 
per minute — as contrasted with 
the maximum speed of current 
typesetting machines of 12 lines a 
minute. 

Four units comprise the Linofilm 
system: keyboard unit; photograph- 
ic unit; corrector; and composer. 
Composition starts at the keyboard 
unit, which has an electric type- 
writer, a digital computer and a 
tape perforator. 

The original copy is “translated” 
with all specifications and justifica- 
tion into punched tape. The type- 
writer also produces a typed page 
ready for immediate proofreading. 

The punched tape then goes to 
the photographic unit. When start- 
ed, the unit automatically follows 
the “commands” of the tape and 
produces type on film or paper 
ready for makeup or platemaking. 

Corrections or changes can be 
made in the tape before photog- 
raphy, and corrections in the film 
are easily made by the Linofilm 
corrector. This automatically cuts 
out a line or lines of type and then 





Advertising Typographers 
Association 
of America, Inc. 


Which One Sells More Eggs? | ...... 


The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


YOU CAN ALMOST BALTIMORE, MD. 
HEAR THE CACKLE The Maran Printing Co. 


Some proud Rhode Island You Can Almost Hear the Cackle BOSTON, MASS. 


; ; : The Berkeley Press. 
Reds just laid these eggs. Fresh? Some proud Rhode Island Reds just senceune Compestion Co. 
Fresh as today’s news. Big. 


laid ti F h? F H. G. McMennamin 
4 5 ro ? 5 ,? 
Thick-shelled. The kind of aid these eggs. Fresh? Fresh as today’s 


: F : BUFFALO, N. Y. 
: news. Big. Thick-shelled. The kind of cel Edw. § 
eggs that you’re proud to serve 8 ee eee eee OPO ee 


sunny side up or put into eggs that you're proud to serve sunny CHICAGO, ILL. 


+ : : : f ail J. M. Bundscho, Inc. 
a fancy cake. They cost a little side up or put into a fancy cake. They The Faithorn Corp. 
more per dozen, but they're cost a little more per dozen, but they're Hayes-Lochner, Inc. 


' | soa Runkle-Thompson-Kovats, Inc. 
a lot more egg! a lot more egg! Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 


ae an ordinary way of putting type Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


few punctuation marks. Then there’s the creative ap- pts Samco 


Arnold-Powers, Inc. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 


proach to typesetting as practiced by members of the nieces neces 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


together—very little more than correct spelling and a 


ATA. It costs no more to set type right. You’ll get back KALAMAZOO, MICH. 


Claire J. Mahoney 


MILWAUKEE, WIS. 


more from your typography with the ATA approach. Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


Try one of our members listed on this page. Make them 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ a Co., Inc. 

° 7 ; Advertising Composition, Inc. 

read what you say; set it right by ATA! i . 

Associated Typographers, Inc. 

Atlas Typographic Service, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 


¢€ A. T. Edwards Typography, Inc, 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 


King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Roval Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


Advertising Typographers Association PveLADELPIA, PA 


Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 


of America, Inc. Progressive Composition Co, 


Typographic Service, Inc. 
: PORTLAND, ORE. 
Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary te O. Giesey Typographer 


ST. LOUIS, MO. 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 
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ie 
our specialty 
e MAGAZINES 
e CATALOGS 
e BOOKLETS 
e FOLDERS 


&#” Mail sample for Quotation or 
Phone us to Call 


‘ .. Ph. CHesapeake 
Sersen S 3-2050 


Imprinting, Inc. 


17 N. Loomis, Chicago 7 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-12 


. . « for more details circle 405, page 104 


Something to 
SPOUT about 


Every issue of ADVERTISING RE- 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion, 
production, and merchandising. 
It's always timely and comprehen- 
sive, covering every non-media 
advertising function. It's a com- 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time. 


A ADVERTISING 
REQUIREMENTS 


200 E. Illinois St. * Chicago 11, Ill. 


~~~ 
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welds in new lines with correct 
type. 

Type can also be enlarged or re- 
duced without difficulty, the com- 
pany states. Fonts are made of 
glass and aluminum and weigh 
only 8 oz. They will last indefinite- 
ly, unless the glass is actually 
broken. Eighteen fonts are avail- 
able to the machine operator, who 
can change from one font to another 
within a few seconds. 44 


‘Tailored Words’ 
Offered by Typesetters 


A handy reference folder, listing 
the company’s entire selection of 
typefaces, has been released by Ad- 
vertising Composition Inc., New 
York. A synopsis rather than a 
specimen showing, the folder lists 
sizes available in a vast array of 
types that starts with Agency 
Gothic Open and ends with Zep- 
pelin. The selection available is 
both comprehensive and discrimi- 
nating, including such families as 
the Bauer Bodoni series, Egmont, 
Neuland, Times Roman and Weiss. 

An additional feature, outlined in 
the folder, is a cold type lettering 
service known as “Tailored Words.” 
More than 260 styles of lettering 
are now available. Any of these 
styles can be ordered, processed 
and returned to customers within 
the metropolitan New York area 
within an hour, according to the 
folder. The cost is $1 per word. 

The folder, plus a “Tailored 
Word” catalog, is available on re- 
quest. 


For your copy circle No. 304 on the 
Readers’ Service Card inside back cover 


Lanston Fills Out 
Popular Type Series 


From Lanston Monotype Machine 
Co., Philadelphia, come three ad- 
ditions to the steadily popular 
Century Schoolbook and 20th Cen- 
tury series of typefaces. They are 
illustrated in three 8x11” sheets, 
punched for three-ring binders for 
easy reference. 

New are display sizes of Century 
Schoolbook (roman and italic), de- 
signed to increase the range and 
usefulness of this face. They are 
cast for hand composition in sizes 
from 14 to 36 point. 

Also added are 20th Century Ul- 
trabold Extended (No. 614) and 
20th Century Semi-Medium (with 
italic). Of its Ultrabold Extended 
version, the company says, “Fat- 
tened out and squatted down, this 
extended letter has already made 
for itself a permanent niche in the 
20th Century series.” Sizes range 


from 14 to 48 pt. — all cast for hand 
composition. 

The Semi-Medium version of 20th 
Century represents a color varia- 
tion between the light and medium 
weights — one the company be- 
lieves is also better for reading 
than either of the others. It is now 
available in machine-set sizes from 
6 to 12 pt. 

Matrices may be purchased or 
rented. The specimen sheets give 
complete upper and lower case al- 
phabets and character counts per 
pica. 


For your copy circle No. 305 on the 
Readers’ Service Card inside back cover 


Stock Layouts 
Cut Production Time 


With ready-made layouts de- 
scribed in a folder from C & B Ad- 
vertising, New York, production 
men and artists can cut time in pre- 
paring finished copy for offset re- 
production. These stock layouts 
come in a set of 12 and can be used 
either for one- or-two-color print- 
ing. The user simply pastes up type 
proofs of his ad copy and his own 
illustrations in the blank spaces 
provided on the rough. He can then 
turn the completed page over to 
his printer for offset printing. 

The folder shows a sample lay- 
out page — 81x11” in size — and 
a guide for use. Instructions for 
positioning copy and art are in- 
cluded. Layouts may be easily al- 
tered to individual specifications. 

Catalog sheets, circulars and 
other direct mail pieces lend them- 
selves to these stock layouts, which 
are priced at $19.80 (plus postage) 
for 12. 


For your copy circle No. 306 on the 
Readers’ Service Card inside back cover 


Specimen Sheet Lists 
16 New Templates 


A new specimen sheet issued by 
Letterguide, Lincoln, Neb., includes 
16 new templates completed since 
its earlier catalog, bringing the num- 
ber available to 252. Among the 
new templates dre a number of new, 
informal type designs, finding much 
favor in contemporary lettering. 

Each template in this system can 
produce, with slight changes in the 
setting of the scriber, letters of 
varying height, italics, condensed 
and extended. It can also letter di- 
rectly on paper plates or cut mime- 
ograph stencils. 

Copies of the new specimen sheet 
are available. 


For your copy circle No. 307 on the 
Readers’ Service Card inside back cover. 





BY WILL BURTIN 


OESIGNED 


Craw Clarendon BOOK 


Prominent figures in the type fashion parade, these ATF 


Craw Clarendons! This paragraph is set in the new Craw Clarendon Book, 
which supplements its bolder companion...forms a balanced contrast, yet 
retains the dynamic design of Craw Clarendon. Your local ATF Type Dealer 
delivers promptly from stock. Ask him for specimen bro- 
chures, or write directly to the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 
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ATF TYPE NEWS 18S GOOD NEWS FOR EVERYBODY 
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Linotype Leads the 


Typographic Field 


The reason—unmatched typographic resources! 
Consider Rudolph Ruzicka, for example, the dis- 
tinguished American designer who has produced 
such modern faces as Fairfield Medium and Primer. 
Mr. Ruzicka is rated among America’s most im- 
pressive talents, and his work is available to Linotype 
whenever the occasion arises for developing contem- 
porary type faces or creating new ones. That's the 
integrity of Linotype’s basic approach to typographic 


development. Find the right man! Utilize the out- 
standing individuals . . . the best in the field! 

The results of this approach have been impressive, 
as Linotype faces have consistently won the majority 
of awards in Ayer contests and graphic arts shows. 
For example, in the recent A.I.G.A. Fifty Books Ex- 
hibition, 32 of the volumes were Linotype-set. And 
Linotype has sustained that average over the years. 

Rely on Linotype—first in typographic resources! 


“Ruzicka’s types possess the intrinsic qualities of 
fine letter forms so characteristic of ‘classic’ type 
faces. But to my knowledge he has never slavishly 
imitated the work of other designers. Fairfield and 
Primer, I believe, can always be specified where 
legibility, readability, and distinguished type de- 


sign are vital.” 


Frank E. Powers, Type Director, 
J. Walter Thompson Company 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. 


Set in Linotype Fairfield Medium and members of the Spartan family 


fFEADERS HIP 
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THROUGH 


¢ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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For economy, a number of items were printed the sheet included two four-page mailing pieces, two order 
together on a 25x38” sheet. Using a work-and-turn procedure 


waste spaces, two window streamers 


Operation Color 


Here’s the day-by-day story of how a new technique of color sep- 
aration produced material for a sales meeting in 13 working days. 


By Glenn Adair 
Production Manager 
Krupnick & Associates 
St. Louis 


Wednesday, April 4 
Francis McDonough, advertising 
manager, Men’s Shoes, Roberts, 
Johnson & Rand division of Inter- 
national Shoe Co. He is outlining 
the advertising plan for the coming 
season on Rand Shoes. Looks per- 
fectly at ease and he is now. 
However, about 13 days ago, Mon- 
day March 19 to be exact, he was 
really in a stew. 


Meet 


The story of his stewing and his 
ultimate recovery makes a very in- 
teresting story about a new tech- 
nique of color separation and the 
cooperation between the agency, 
client and suppliers that resulted in 
the delivery of full-color material 
for this sales meeting in 13 working 
days. 


Monday, March 19 .. . It all 
started rather quietly. We were just 
wrapping up the last of the details 
of the material required by the 
Roberts, Johnson & Rand division 
of International Shoe Co. for their 
sales meetings on April 4, 5, & 6. 
There had been the usual amount 
of rushing and scrambling to get 
shoe samples, prepare layouts, com- 
plete art, make plates and furnish 
proofs for the many different uses 
at the sales meeting. All of this was 
just about under control . . 
stated previously 
relatively 
front. 

The phone rang would I 
please come to the conference 
room. When I entered the room, I 
saw Tom Connelly, service di- 
rector of the agency; Ray Arm- 
bruster, creative director of the 
agency; Ron Smillie, account ex- 
ecutive on 


. and as 
things were 
quiet on the _ account 


Roberts, Johnson & 


Rand; and Francis McDonough, ad- 
vertising manager of the men’s shoe 
division of Roberts, Johnson & 
Rand. It took about two minutes of 
discussion to do away with the rela- 
tively quiet atmosphere of the first 
paragraph. 

Among plans for the coming sea- 
son on the Rand Shoe was: a 
spread in Sport magazine, featuring 
three shoes on the left hand page in 
full-color, and a black and white 
listing of dealers on the right hand 
page. This ad was to be _ printed 
rotogravure, and we had _ nothing 
on hand for the sales meeting ex- 
cept the original art and a slide. 

We had discussed previously the 
feasibility of reproducing the ad in 
full-color for the sales meeting. but 
the client had decided that the cost 
of such reproduction would be out 
of line with the budget, and there- 
fore we had decided to make some 
black and white reproductions of 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 


Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


1210 N. Clark Street 


Dept. D-12 
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Rush my House Organ Idea Kit to: 


Company — 


Chicago 10, Illinois 


° Telephone: MI chigan 2-5651 


The Free RCS House 
Organ Idea Kit 
contains offset 
printed samples 
ranging from 
simple typed sheets 
to elaborate 
booklets. 


Here's evidence 
of how offset 
printing and low- 
cost RCS Planog- 
raphy can be 
tailored to do an 
effective job for 
you, no matter the 

! size of your budget. 


Newsletters are 
ideal to simplify 

| direct-mail 
production, provide 
continuity, and 

| coordinate your 

| promotion. 


| Offset gives art 

| work the versatility 
to make ideas 

| more effective. 

| RCS offset printing 
assures quality that 

| is a hallmark of 
good reproduction 

regardless of cost. 








Send for the 

House Organ Idea 
| Kit or an estimate 
| now! 


OFFSET PRINTERS 


123 N. Wacker Dr. 
Chicago 6, Illinois 
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the ad, and simply indicate that the 
ad would be in full-color. 


> That was some weeks ago, and 
after thinking it over, the client had 
decided that to be able to get the 
maximum number of dealers lined 
up for the ad, it would be necessary 
to have color reproductions of the 
ad to show. 

This was the core of the discus- 
sion that afternoon, and when the 
air cleared . . . we were faced with 
the problem of supplying the full- 
color reproductions of the ad for 
the following units: 


1. A direct mail folder which 
would show not only the full-color 
ad, but also a full-color cover of the 
magazine. 


2. Order blanks for salesmen to 
use . . . these would have the ad at 
the top ... in color . .. and an 
order blank at the bottom. These in 
turn made into 100-unit pads. 


To further complicate the matter 
.. . material had to be in the hands 
of the client by Monday, April 2, to 
be integrated into the rest of the 
material for the meeting, 13 work- 
ing days, including Saturdays and 
Sundays. As I said . . . things were 
not relatively quiet anymore. 
We discussed the matter at some 
length .. . laid out a plan of work 
and everyone departed but 
you-know-who . . . with a parting 
thought .. . “it’s only a production 
problem.” 


Tuesday, March 20... We called 
in a printer who we know would 
practically turn his plant upside 
down for the client. At first he was 
delighted to be getting a full-color 
job . . . but when he heard the time 
factor he balked . . . but good. He 
told us that he couldn’t even begin 
to produce the whole job in the 
time specified. 

It so happened, we had been 
wanting to try a new process of 
color separation called Kencolour. 
We had seen samples of this work, 
developed by Ken Schmid Studio in 
Chicago, and it looked fine. How- 
ever, we had never had a chance to 
try it out on our own material... 
and this seemed as good a time as 
any. We had already been told that 
we could get quick delivery on ma- 
terial. 

We called Ken Schmid Studio, 
and talked with Harry Luner, their 
rep in this territory . . . explained 
the problem . . . and asked if they 
would accept the job if we shot the 
artwork out that night. They agreed 
to accept the job and promised de- 
livery in six days. We mailed the 
artwork that afternoon. 


Wednesday, March 21 .. . Harry 
Luner called from Ken Schmid 
Studio . . . and we set up a circuit 
conference with our crew to dis- 
cuss any questions. 

When things were thrashed out 
to the satisfaction of both crews... 
they started work on the separa- 
tions. 

This Kencolour process is so new 
and interesting, it might be inter- 
esting to stop here for a moment 
and discuss the process briefly. 


> Kencolour is a new service offered 
by the Ken Schmid Studio, and is 
a perfected process of color sepa- 
ration which reduces the costly 
handwork in screened positives. 
Actually this process is an out- 
growth of the extensive dye-trans- 
fer and carbro-printing done by the 
studio. In their constant search for 
ways to improve their quality along 
these lines, they developed the 
Kencolour process of color separa- 
tion. Without trying to break it 
down to the number of hours, and 
the technical aspects of each oper- 
ation, here is how the _ process 
works. 


1. At least six separations are made 
of the artwork to assure faithful 
color reproduction. . .to maintain 
all values. ..and to help in the 
complicated masking operations. All 
artwork is shot on a 7x10” negative. 


2. The separations are now masked 
for each color. 


3. The screened positives are now 
made. . .with the ad being blown 
back up to the desired size. At this 
time also. ..the type is double 
printed into position. 


4. The image is now transferred to 
sensitized metal for proofing pur- 
poses. 


S. For proofing purposes, a high- 
speed Miehle 9 is used. . .to simu- 
late actual press conditions. 


6. Corrections are noted at this 
time. . .and made if necessary on 
the positives. If need be, new 
screened positives are made. . .and 
the proofing process repeated until 
the job has passed the quality con- 
trol man in the shop. 


7. When the job is completed to 
the satisfaction of all concerned, 
the client is sent a set of progres- 
sives and the artwork. After any 
client corrections are made, the new 
progressives and the screened posi- 
tives are sent to the client or his 
plate maker. 


We called the printer and to- 
gether we laid out the job for the 
most economical reproduction pos- 





sible. The sheet accommodated two 
direct mail pieces, two order blanks 
and in the waste area we put in 
two window streamers. Although 
the forms were made for a work 
and turn job, the printer was hesi- 
tant. to run it. He preferred using 
the work and turn forms but run- 
ning them as a work and back job. 
This however would require four 
additional makereadies and wash- 
ups and time did not permit it. We 
chose the former method and the 
results were perfect. 


Thursday, March 22. . .We called 
Sport magazine and asked them to 
lend us a set of four-color original 
cover plates. They complied and 
air expressed them that afternoon. 


Friday, March 23. . .We received 
our first set-back of the whole op- 
eration. Ken Schmid Studio called 

. .the results of the first proofing 
did not come up to their standards 

. .and would we wait until March 
28 for the positives. 


Tuesday, March 27. . .We received 
the first set of progressives from 
Ken Schmid, and we made some 
minor corrections on the shoes. 
They promised to mail out the cor- 
rected progs and the screened posi- 
tives that afternoon. 


Wednesday, March 28. . .The pos- 
itives arrived as promised. We had 
already received the balance of the 
proofs and artwork. All the units 
were finally assembled. . plates 
made. . .and sent to the printer. 


Thursday, March 29. . .The print- 
er received his plates and started 
printing on this date. . .(exactly 11 
days from the time we first heard 
about the job.) 


Saturday, March 31, & Sunday, 
April 1. . .The job was off the press 
and sent to the bindery for trim- 
ming and gathering. 


Monday, April 2. . .Late in the af- 
ternoon. . .the material was deliv- 
ered as promised to the client. 


Tuesday, April 3. . .Client spent 
this day gathering all units, and 
getting ready for the sales meeting. 


Wednesday. April 4. . .The mate- 
rial was presented to the salesmen, 
who all thought it was great. Little 
did they know. . .or for that mat- 
ter, care. . about the short time in 
which the whole job was completed. 
They're only interested in selling 
shoes. . .and the material was part 
of their tools. ..so they had _ to 
have it. 


Thursday, April 5. . .It was rela- 
tively quiet again. ..we had a 
chance to reflect on the whole op- 
eration, and it was quite amazing 
how all the units seemed to mesh 
perfectly to make the job possible. 
Francis McDonough called to say 
thanks a million. We made a mental 
reservation to see that this did not 
happen again. . .at least not until 
next season. 44 


Protector Sleeves Keep 
Photos in Clear View 


Clear-view protector sleeves for 
photographs, layouts and copy, suit- 
able for 3-, 6-, 7-ring and multi- 
ring binders, have been developed 
by Cooks’ Inc., Blackwood, N.J. 
The new “window sleeves,” called 
Ful-Vu Univis, are supplied in 
standard 11x9” sizes in either 0.003” 
or 0.005” Mikafilm. In addition to 
black and white mounting sheets, 
the sleeves are available with pre- 
gummed graph-ruled mounting 
sheets for photographic use. 

Univis are readily interchange- 
able from multi-ring to 3-ring 
binders. An extended center hole in 
the binding edge punching of Univis 
sleeves permits easy page-turning. 
They are sold in packages of from 
4 to 6, retailing at less than $1. 44 


Scaled Type Pages 
Ease Copy-Fitting 


An aid to copy-fitting is a new 
series of scaled 812x11” sheets with 
text set in various faces and lead- 
ings. Called Copy Clipper pages, 
they each have a block of text set 
35 picas wide and 40 picas deep. 
Scales at the top and bottom of the 
type area indicate each pica of the 
width, and scales at each side num- 
ber the lines. They were originated 
by Copy Clipper, Cincinnati, Ohio. 

A table of characters per pica is 
printed on the face of the page, 
and from this table the number of 
running picas required for any 
given amount of text, in any face or 
size, can be determined almost in- 
stantly. 

Layout artists can use these 
sheets instead of parallel ruled lines 
to indicate text areas, the company 
states; it’s merely necessary to clip 
a block of text from the expendable 
Copy Clipper page and attach it 
to the layout. 

A sample offer, comprising 13 
pages of 12 pt. Futura Medium, each 
page differing in line spacing from 
solid to 12 pt., is priced at $1. Lists 
of prices and available faces are 
also available from Copy Clipper, 
2330 Victory Parkway, Cincinnati 
6. 44 
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Brandt Scaleograph - 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. Once set to a proportion it 
will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 
from coast to coast. Some of the 
biggest names in industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 


order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 465, NEW ORLEANS 
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A Process White 
that photographs white... 


WEBER 


Reproduction white 


Here's a white that photographs 
and reproduces a sparkling white. 
Lead-free. Opaque. Mixes with 
other pigments. Unchanging on 
original art work. Can be softened 
down and erased with water. 
In 2Y%2- and 10-oz. jars at your 
regular artist materials dealer. 
Try it. 


Manufacturing Artists’ Colormen since 1853 
OIL * WATER © TEMPERA ¢ PASTEL 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 
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What's in a name? 


Can you tell abstractionism from expressionism? 
Modern art encompasses a number of movements 
bearing such names as cubism, surrealism, vorticism, 
neo-plasticism, and constructivism. Actually, it’s not 
at all difficult for the expert in modern art to relate a 


specific picture to a particular movement. 


Printing papers, too, carry many different names. The 
papers in the Westvaco line, for example, receive vari- 
ous names in order to identify them by their special 
meritsin meeting the requirements of printing methods. 
In selecting a paper, the expert advice of the printer 
(who knows how papers will perform under practical 


pressroom conditions) may be followed with confidence. 


Your printer will tell you that a fine paper for letter- 
press work may be unsuitable for offset lithography. 
That’s quite true... in fact, it’s one of the reasons 
why Westvaco research and skill developed Sterling 
Offset Enamel for top-notch results in offset printing. 
You can see for yourself how well this Westvaco paper 
has reproduced the painting at the right. Best of all, 
Sterling Offset Enamel costs no more in providing 


maximum effectiveness in offset presswork. 


You'll enjoy every minute spent with Westvaco 
Inspirations Number 206. Here are expert suggestions 
for using fine papers in the field of printed salesman- 
ship. Obtain your copy without obligation . . . drop a 
line or phone to your nearest Westvaco distributor 


or to any of the company addresses on this page. 


Cover artist 


Stuart Davis was born in Philadelphia in 1894. On leaving 
East Orange High School he studied art under Robert Henri in 
New York, becoming cartoonist for Harper’s Weekly in 1913. 
Many museums own examples of his work, including the Museum 
of Modern Art and the Pennsylvania Academy of the Fine Arts. 
Mr. Davis exhibited at the Venice Biennale in 1944-45, has held 
many one-man exhibitions and received awards from the Carnegie 
Institute and the Metropolitan Museum. He is also a Fellow of the 
Guggenheim. His work includes murals, illustrating, and lectur- 
ing, and he has been associated with the Art Students League, the 


Famous Artists Schools and the New School of Social Research. 


Sales Offices: 
230 Park Avenue, New York 17 


35 East Wacker Drive, Chicago 1 
West Virginia Pulp and Paper Company 503 Market Street, San Francisco 5 





Westvaco Inspirations 206 





ORDER TODAY 


The Most Essential Knife for 
the Craft... NOW AVAILABLE / 
. € 
Two Cutter. 
A 
CUTS TYPE STRIPS 
FOR PASTINGS, 


CUTS OFFSET NEGATIVES FOR 
STRIP INS THAT REGISTER, 


LIGHT 7” \ 
ALUMINUM 
HANDLE 


OVER ALL 
HES 6% BEN 


UNIFORM STRIPS 
ADJUSTABLE BLADES ~™ 
CUTS UP TO '2” STRIPS 


Mark Specialty Co. 
Room 306, 183 St. Paul Street 


Rochester 4, New York 
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ready-to-use- 
art for offset! 
H 
-~ 

CLIP BOOK OF LINE ART —~ ism 


CLIP BOOK OF TONE ART “4 
CLIP BOOK OF LETTERING 53 


HURRY! Get generous free samples of * 


these famous time and money-saving art : 
aids. Wonderful for offset. Just clip gnd ; 
paste. Ready for instant use. Surprisingly 3 
inexpenswe. Write on your letterhead. 


Pleasantville 3 New Jersey 
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CAMERAS — ART AIDS $485 & UP 
$ SAVERS PRINTING 


SILK SCREEN 
‘LACEY-LUCI PRODUCTS CO. 


31 Central Avenue 
Newark 2, N. J 


WRITE FOR CATALOG AR 
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You Don’t Have To Be An Artist To Use A 


ie YU 


AS RD 


Write Dep't. AR-2 for FREE TRIAL 


VARIGRAPH CO., Inc., Madison 1, Wis. 
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PERFECT 


Ovals 


35 different sizes printed on 11”x17” 
sheet of enamel paper stock. Cut out 
for use on paste-up. Trace for lay 
Outs. Minimum order 5 sheets at $1. 
per sheet. Post paid. Orders filled im 
mediately by return mail. Hal Barnes 
11114-A Bristol, Hickman Mills, Mo 


iM NEVER WITHOUT MY 
. ~ ACROLITE 
£ FIXATIVE 
i WM Wrrseerr nny, 
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Accident-Proof Cutter 
Has Built-In Perforator 


A cutting machine that will cut, 
score and perforate paper, plastics 
and woven material is announced 
by Lansdale Products Corp., Lans- 
dale, Pa. The Harvey cutter has a 
built-in safety device that prevents 
the blades or wheel attachments 
from being operated accidentally. It 
can use varied heads, such as roller, 
blade and bevel cutters and per- 
formators, interchangeably. 

Photographers and artists will find 
it useful for scoring picture mats, 
the company suggests. The combi- 
nation cutter and perforator can 
produce straight and bevel cuts and 
perforations on the inside of mate- 
rials as well as on the edges. 

Prices start at $33. Additional in- 
formation on the cutter is available. 


For your 


Shortcut Process Turns 
Ads into Transparencies 


Color transparencies can be pro- 
duced quickly and _ inexpensively 
from ad reprints, tear-sheets or any 
other printed matter with a pat- 
ented process developed by Trans- 
ichrome Co., New York. These in 
turn can be used in point-of-pur- 
chase displays, in exhibits in offices 
and showrooms, trade and consum- 
er shows and sales meetings. 

How does the Transichrome proc- 
ess work? The method is briefly de- 
scribed in Publishers’ Weekly (Aug. 
6.) Chemicals with a stronger affin- 
ity than paper for ink pigments are 
applied to the printed page. The 
complete ad, art and type intact and 
in register, is “lifted” from the paper 
and transformed, by a series of 
thermo-dynamic processes, into a 
durable plastic sheet incorporating 
the ad in its entirety and with true 
fidelity. 

The original paper is completely 
destroyed in the process, so that 
any image or printed matter on the 
back of a tear-sheet will not affect 
the finished Transichrome transpar- 
ency. The color-impregnated plastic 
that results is mounted onto a thick, 
white vinyl sheet which seals the 
color in permanently. 

Colors do not wash out when the 
transparency is backlighted in a 
display, according to the report. The 
process can reproduce the typefaces 
used in the original printing faith- 
fully or enlarge or reduce elements 
if desired. Revisions and insertions 
can also be made. 

The finished Transichrome can be 
supplied with a shadow-box hous- 
ing, socket, cord and plug. The unit 


is folded flat, but can be easily as- 
sembled. 

Further details on the process are 
available. 


For your copy circle No. 333 on the 
Readers’ Service ard inside back cover 


New Cleaning Fluid 
Has Safety Features 


A nonflammable cleaner for stu- 
dio and office use, Robinol, has been 
developed by Anchor Chemical 
Corp., Brooklyn, N. Y. It contains 
no coal tar solvents, benzol or car- 
bon tetrachloride, according to the 
manufacturer. The solution is non- 
toxic, can effectively remove oil, 
grease, ink, tar, gum and dirt. It is 
recommended for cleaning type, 
film, presses, Linotype mats, etc. 
The new solvent was tested under 
actual shop conditions before being 
placed on the market. a4 


New Process Gives Color 
Overlays on Acetate 


Samples of a new process that 
uses photography to apply over- 
lays on acetate are available from 
Graphic Arts Workshop, Chicago. 
A specification sheet, outlining 
some of the uses to which the proc- 
ess has been put. accompanies the 
samples. 

The method is able to handle 
type, logotypes, signatures, and any 
other line copy or artwork. Since 
the initial step is done in the cam- 
era, original artwork can be re- 


duced or enlarged at this stage, 


Mile-High Office Frank Lloyd 
Wright's sketch of his daring super-sky- 
scraper proposed for Chicago is enlarged 
to 22 ft. in this print produced by Kauf- 
mann & Fabry Co. from an 8x10” nega- 
tive taken by Edgar L. Obma 





while the final pattern is trans- | 


ferred from a combination negative 
to the clear acetate in a contact 
process. The transferred art can be 
given any color desired. 

With overlays as large as 24x42” 
possible, they have been used to 
make finished-appearing compre- 
hensives of both outdoor posters 
and full-page ads. Another valua- 
ble application is in the study of 
package design. A series of over- 


lays can be prepared, using the | 


same art, but with varying colors, 
to give a realistic impression of a 
finished design. 


21] . 
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Kodak Develops New 
Color Negative Film 


A new color negative film that 
was designed to meet a wider range 
of photographic and _ illustrative 
needs than previous films of the 
same type has been introduced by 
the Eastman Kodak Co., Rochester, 
N.Y. 

Called “Kodak Ektacolor Film, 
Type S,” the film is reported to 
bring increased speed to the pro- 
fessional photographer’s camera, im- 
proved acutance (or the ability of 
the film to resolve detail and render 
images sharply), and greater flexi- 
bility in the use of artificial or out- 
door light. 

The film is available in sheet film 
sizes that range from 244x314” to 
8x10.” 44 


Visual Guide Highlights 
Graphic Presentations 


Of interest to all in the visual com- 
munications field is a new booklet 
published by Technifax Corp., 
Holyoke, Mass. It’s called “Graphic 
Presentation,” and was written by 
Francis J. McHugh, cartographer, 
Naval War College, Newport, R. I. 

The author presents a clear, con- 
cise analysis of the basic types of 
graphic presentations, defining each 
type and recommending how to use 
it. He lists four fundamental types: 


Graphs 
Charts 
Maps 
Diagrams 


The text is illustrated with examples 
of each. 

The substance of the booklet was 
presented at the ninth seminar in 
visual communications sponsored by 
Technifax Corp., maker of technical 
facsimile materials. 


[he most revolutionary 


TR) Se Vile) 


Pov Vas iy te 


on the market 


rT YN Ce) 


* LAYS AS FLAT AS GLASS—won'’t shrink 
or stretch 


* AS TRANSPARENT AS GLASS — you 
always see exactly what you're doing— 
no working in the dark 


* CUTS WITH A FEATHER TOUCH OF A 
STENCIL KNIFE—no scraping, no tedious 
inking—SEPARON peels in seconds 


* RED SHEET PHOTOGRAPHS AS BLACK 


only $] 00 fore" x 12%”) 


12%” x 1842" $2.00 
1812" x 25” $4.00 


Look how easy it is: 


Just tape a sheet of SEPARON 
over your base art, outline 

cut the areas not to be 
reproduced in color, and peel 
the red color from these areas. 
Thats all there is to it! You'll 
get perfectly accurate color 
separations in a fraction of the 
time it takes with ordinary 
acetate or other prepared color 
separation materials. 


ASK YOUR ART MATERIAL SUPPLIER 
OR WRITE FOR LITERATURE AND SAMPLE 


Separon Company ses cignssve., now vore 18, 0. 
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ERRORS COST MONEY 


avoid expensive errors by using Crescent 
illustration board famed for its hard, white 
surface and ease of erasure. Saves you time, 


saves you money! 


write for free samples today, to 


CHICAGO CARDBOARD COMPANY 


1240 N. Homan Avenue ° 


He Fidelity 
DYE TRANSFER 


ilable 
tural color prints — 
a orders up to 50 prints ! 


48 HOURS oF is 


from receipt of Ta ee ours 
Most orders shipped in 
or less. 


ynger. 
Larger ord 


ers take @ little | 


SATISFACTION GUARANTEED! 


Chicago 51, Illinois 
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Smaller quantities slightly more- 

an 
Sizes 4% 5 to 20x24 ge y 
vansparency or origina en 
Every job fully masked an 


corrected. 


lossy finish. 
j-matre org 
Matte, sem! 


Send for Price List 
1618 N. Vancouver 


LOR Portland 12, Ore. 
Tel. AT 2-3256 
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When your 


story must be 


descriptive— 


Photography 


does the job 
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Here are some of the ways Photography helps build sales 


Plans and Presentations—Slide films— 
Movies—Easel presentations—Portfolios. 


Advertisements— Illustrations for 
magazines—Newspapers—Direct Mail— 
Sales and service literature—Calendars 
—Car cards—Billboards. 


Market Research—Product application 
photos—Customers’ buying habits— 
Displays—Merchandising ideas— 
Photocopying charts and reports. 


Packaging—Product pictures—Labels— 
**How to”’ explanations—Photo lettering 
—Photo composition. 


Merchandising—Displays—Background 
photos—Jumbo cutouts—Installation or 
application photos—Demonstrations. 


Television Production—Set backgrounds 
—Spot commercials—Animation. 


Trade Shows—Background murals— 
Motion pictures—Slide films—Descriptive 
booklets and pamphlets—Plant and product 
photos. 


Sales Training and Service—Salesmen’s 
portfolios and bulletins—Stills—Slides— 
Movies—Installation and service manuals 
—Customers’ instruction books. 


Printed Production—Illustrations— 
Transparencies—Photoengraving 
—Photocopying. 


Public Relations—Stockholder notices— 
Employee papers—Institutional movies— 
House organs—News releases—Slide films. 


Administration—Office layout plans— 
Progress reports—Office copying— 
Microfilming of records for storing— 
Miniature prints of ads for schedule boards. 





Stores, Lounges and 
Coffee Shops fit in a 
Salesman’s case 


Design Inc. sells highly specialized Services 
with photography—uses 3-D color 
slides to show how their work has paid off. 


Design Inc. of St. Louis, Mo., turns empty space into high-profit, 
low-maintenance areas for hotels, motels, and restaurants. The 
work they’ve done and the people they hope to sell, stretch across 
the country. And buyers like to be shown. 


So the answer is photography—especially three-dimension 
photographs in color. Every representative carries a collection of 
slides showing outstanding projects. In addition, anyone inter- 
ested can send for picture samples. It’s like taking a trip and 
seeing the places themselves. 


Doing hard sales jobs is just one of the ways photography 
works for sales and merchandising. Some others are listed at the 
left. Check them over. You'll find that all along the line, pho- 
tography can save you time, cut costs—and give you a fine- 
looking, convincing job. 

Would you like our booklet 
**Photography in Marketing” ? It’s 


free—just drop a line to Eastman EASTMAN KODAK COMPANY 
Kodak Co., Rochester 4, N.Y. Rochester 4, N.Y. 
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Sa \e [= am 


Christmas 1956 
5 S WE honor the Wativicn this 
rep brie Christmas, let us all give more 
thought to the spiritual meaning 

a Yor this great dau-remembering that through 
Christ, God revealed to us the lasting truths 

of Christian faith. A Again let us dedicate our 
lives to the service of our Aeabventu Father.As 

We prau, let us give thanks to Him for our price- 

less heritage to worship and live as free people. 

A Let us remember to prav for those who bear 

the burden of turannu, and for those who are ill 

and depressed, that theu man soon be blessed 
With lighter hearts. A Let us prav for iis 
Guidance of our chosen leaders, that thev mau 
Work Wisely and unceasinglu for amity among 
nations. & Let us, with thankful hearts, spread 

the age-old message of the Christmas angel, 
“Glory to God in the Highest, and on Zarth, 
Peace to Men of Good Will” a2 a A A 


INTERNATIONAL PAPER COMPANY 





@ Utensil Washer 


grtapetesd ! 


Genera! Seles Oficon 


When Food Machinery & Chemi- 
cal Corp. needed a service man- 
ual that would stand up against 
water, grease and other threats 
to ordinary paper, they turned 


to plastic-impregnated stock. 


By Margaret Reynolds 
AR Associate Editor 


Plastic printing paper, just a few 
years removed from the experi- 
mental stage, added a new use this 
spring to a-gfowing scale of appli- 
cations — as the cover and body 
stock of a service manual for utensil 
washers. What made the choice of 
paper challenging was that this was 
no ordinary manual; it was de- 
signed for use in the kitchens of 
hotels, restaurants, factories and in- 
stitutions, where the automatic 
washer was usually installed. There 
the booklet would come into con- 
tact with water, grease, oil and the 
finger smudges of owners, operators 
and servicemen handling the equip- 
ment. 

The Food Machinery and Chemi- 
cal Corp., San Jose, Calif., which 
developed the utensil washer, 
wanted its instruction booklet to 
pass other endurance tests. The 
paper should withstand rough 
handling; offer considerable dura- 


Manual 


Installation 
Starting 
Operation 
Electrical Data 
Servicing 


Repair Parts 
List 


bility and strength; take folding and 
rolling easily; resist fraying; and 
be easy to clean. It should have a 
smooth printing surface and repro- 
duce detailed specifications with 
sharpness and clarity. 

Linen cloth was one possibility. 
Its long fibers would give perma- 
nence and strength to the manual 
pages. It could be washed. But linen 
was costly, and tended to fray at 
the edges with frequent handling. 

The cover could be protected by 
lamination, of course. But this was 
not practical for the inside pages, 
which needed similar protection 
against moisture and grease. 


> FMC decided to give the green 
light to a third and bolder sugges- 
tion. Al Wolf of the McCarty Co., 
Chicago, which eventually produced 
the manual, remembered some plas- 
tic paper developed by the Munis- 
ing Paper Co., a subsidiary of Kim- 
berly-Clark Corp., Neenah, Wis. 
Called Texoprint, the material had 
first appeared in 1950 as an answer 
to the need for a washable paper for 
children’s books. Gradually it was 
adapted for maps and wall charts, 
posters and book bindings — par- 
ticularly cookbook bindings. 

If plastic paper held up well in 
the housewife’s kitchen, why not in 
an industrial kitchen, where similar 
conditions of water, grease and 
chemicals prevailed? Commenting 
on the choice of Texoprint, S. E. 
Larue, chief sales engineer of FMC’s 


How Plastic Paper 
Solved A Tough 
Manual Problem 


Kitchen Equipment Dept., said, 
“The reason we selected it was to 
provide a more serviceable and 
useful source of information for the 
use of the FMC utensil washer. The 
strength of the booklet is such that 
it cannot be damaged readily in 
ordinary hard usage. The fact that 
grease spots and fingerprints can be 
wiped from it should be of value to 
the engineer and maintenance 
people who will have cause to refer 
to it at intervals through the life of 
the equipment.” 

Other features of plastic printing 
paper that were weighed 
these: 


were 


© Fine reproductive quality. . . of 
both black-and-white halftones and 
four-color illustrations, in screens 
up to 150 line (offset). Adaptable to 
line letterpress and screen process. 


® Good folding characteristics. 
folds well in either direction; may 
be folded repeatedly without flak- 
ing. 

@ Resistance to fraying. which 
adds to durability. 


@ High opacity. 
show-through. 


eliminating 


e Adaptability to sewing, punching, 
stapling and gluing. 


A first edition of 3,500 was or- 
dered. Designed for offset reproduc- 
tion, the 16-page manual contained 
halftones and detail drawings of the 
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utensil washer. Accompanying text 
explained the installation, operation, 
servicing and parts available. 


>’ The cover stock selected was 
Texoprint heavyweight (140 Ib.), 
and the inside pages were light- 
weight (80 lb.). In texture and ap- 
pearance the plain finish of the 
paper resembled oil cloth, but with- 
out any glare or sheen. Red and 
black inks were used on the cover. 
The booklet was saddle-stitched as 
well as punched for insertion in a 
three-ring binder. 

A fast-drying ink was selected, 
since the paper has less absorbency 
than conventional stocks. 

FMC servicemen found the new 
booklet immediately practical when 
it appeared last April. Copies were 
left at each installation. Company 
salesmen began to use the booklet 
in introducing the equipment to 
hotel and restaurant prospects. It 
now does double duty as a sales and 
service tool, and will be reprinted 
as many times as necessary. 


> The secret of the paper’s perform- 
ance can be traced first to the raw 
stock from which it is made. Long- 
fibered chemical wood pulp is used. 
It is soft and flexible, has a high de- 
gree of permanence, notable tensile 
(tearing) strength, bright color and 
excellent folding qualities. 

The stock is impregnated, not just 
coated, with plastic material. Be- 
cause the plastic permeates it 
throughout, there is no pulpy or ab- 
sorbent paper just beneath the sur- 
face, as in conventional coated 
papers. Ink lies on the surface, re- 
flecting the full values of black- 
and-white and color halftones with 
exceptional brilliance. 

Gloss, dull and waterproof inks 
are equally usable. In addition to 
the plain finish selected by FMC for 
its manual, there are three others 
available box calf, linen and le- 
vant. Colors besides white are ca- 


WHILE THEY LAST... 
THESE HANDSOME 


Tw ded display panel. 77 inches high 


nary, India, blue and green. 

How expensive is plastic paper? 
In the production of its manual, 
FMC spent approximately three 
times as much as it would have for 
comparable offset stock of equal 
weight. But the dividends in wear, 
strength, cleaning quality and cus- 
tomer appeal tend to compensate, 
the company feels, for the added 
expense. 44 


Color Demonstration . . . Rainbow-hued 
folio from Mead Corp. demonstrates 
suggested uses and variety of colors 
in Wheelwright Spotlight Cover stock. 


Mead’s Wheelwright 
Shown in Portfolio 


Titled “Colorful as the Rainbow,” 
a portfolio from the Mead Corp., 
Dayton, O., demonstrates suggested 
applications and a variety of colors 
available in their Wheelwright 
Spotlight Cover. 

Each insert illustrates a suggested 
use for the stock including menu 
covers, wine lists, brochure and 
booklet covers. 

Printing was by offset lithogra- 
phy, letterpress and screen process, 
and seven of the available Wheel- 
wright colors are effectively dem- 
onstrated in the portfolio. 


EXHIBITION FRAMES 


. . . BELOW COST! 


74 inches 


wide. Suitable for exhibits, sales meeting bby 


oulletins 


C) YF 
Uriag 


Each $24.95 F.O.B., New York. Write for quantit 


discounts and ustrated ieariet 


me a* 


. Provides 48 square teet of pane! space 


y built for International Stamp Shc 


New Y rk G 


eum. Ships and 


7 


CONSTRUCTION CORPORATION 


53rd St. & Ist Avenue * Brooklyn 32, N. Y. C. 
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New Folder Helps Readers 
Judge Books by Covers 


For the man who does judge a book 
by its cover, J. F. Tapley City Edition 
Binders, Long Island, N. Y., is using 
a four-fold, 54x17” reverse folder as 
a direct mail piece to describe dif- 
ferent types of edition bindings. 

The folder displays actual samples 
of paper over board, cloth and imi- 
tation leather, and leather bindings, 
with photographs of work that has 
been done in each category. 

In addition to a paragraph on the 
value of hard cover bindings in gen- 
eral, each sample is accompanied by 
information explaining the perform- 
ance and applications of each indi- 
vidual binding. 44 


‘Whiter’ Whites Appear 
In Ticonderoga Line 


The complete line of Ticonderoga 
Text and Coverweight papers for 
printing and lithography is illus- 
trated in an easy-to-use folder from 
International Paper Co., New York. 
Company mills have developed two 
improved whites—Polar White and 
Colonial White—to meet the de- 
mand for greater brilliance and 
richness. The text is available in laid 
and wove finishes, in 60 and 70 lb. 
basis, watermarked, with envelopes 
to match. Samples of each are in- 
cluded and indexed. 

The folder recommends use of the 
text paper for announcements, bro- 
chures, booklets, book jackets, 
greeting cards, and so forth. Colors 
offered, besides the two whites, are 
India, blue, tan, terra cotta, gray, 
yellow and green. In 70 lb. weights, 
deckle edges are available. 

The cover stock also comes in 
laid and wove finishes. This lends 
itself to menus, wine lists, calen- 
dars, programs and other folders. 

The folder also provides informa- 
tion on the range of envelopes 
available. 


Foil Paper Samples 
Grouped in New Folder 


Foil papers and boards in a wide 
range of standard and special colors 
are illustrated in a sample folder 
prepared by the Gummed Products 
Co., Troy, O. The Trojan line offers 
laminated aluminum stock in both 
rolls and sheets. Standard width is 
26”. 

The folder includes 11 swatches of 
foil papers and boards in red, green, 
blue, silver and gold. In the metal- 
lic colors both dull and lacquered 





EASTERN 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE + MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 
MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO AND ATLANTA 


onc Sem Vit Tiel ae] ota 


EXCELLENCE IN 
FINE PAPERS 


...» for more details circle 377, page 104 December 1956 + ar + 79 





...» for more details circle 365, page 104 


+ * 


* SPARKS 


galaxies of ‘em 
for your 


THINKER-UPPER 


...every week in 


AA 


(Advertising Age) 


the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
year’s (52 issues) subscription 
for only $3. Anytime you're not 
satisfied, you get your money 
back. 


Send order today to: 


ADVERTISING AGE 
Dept. AR- 12 
200 E. Illinois St. 
Chicago, Ill. 


80 * ar + December 1956 


finishes are shown. Special gum- 
ming, including heat seal, is avail- 
able. 

Suggested uses for these papers 
are in packaging, displays, greeting 
cards, gift wrapping and advertising 
specialties. 


For your copy circle No. 322 on the 
Readers’ Service Card inside back cover. 


Mountie Color Samples 
Available in Folder 


Color samples of Mountie Offset 
Antique Wove stock are available in 
a four-color folder from Northwest 
Paper Co., Cloquet, Minn. 

Illustrated with drawings of a 
flower and a colonial spinner, the 
folder is in delicate pastel tones that 
emphasize the soft shades of the 
Antique Wove samples. 

Specifications of the paper stock 
are contained under the swatches 
and color. Samples in the folder in- 
clude white, blue, india, orchid, 
green, yellow, gray, goldenrod. 


323 on the 
Card inside back cover. 


For your copy circle No 
Readers’ Service 


High Gloss Paper Adds 
Plus to Labeling 


A new super high gloss finish 
paper for labels is offered in a 
sample folder from Rossotti Litho- 
graph Corp., North Bergen, N. J. 
Called Super-Cote, the paper pro- 
vides resistance to scuffing, frost, 
water and ordinary solvents, ac- 
cording to the company. Its high 
gloss adds a glistening quality to 
labels, enhancing its point-of-sale 
appeal, the folder states. The finish 
was specially developed for pack- 
aging, a specialty of the company. 

Additional details on this label 
stock are contained in the descrip- 
tive folder. 


For your copy circle No. 324 on the 
Readers’ Service Card inside back cover 


Clear-View Con-Tact Joins 
Patterned Adhesive Line 


A transparent version of Con- 
Tact, the self-adhesive viny] plastic, 
has been developed by Cohn-Hall- 
Marx Co., New York. Clear enough 
to read through, the new product 
maintains the waterproof and easy- 
to-apply qualities of the patterned 
types. The laminate, made from 
Monsanto Chemical Co. Ultron vinyl 
film, can be used by housewives to 
mount recipes on a kitchen wall, to 
decorate a study wastebasket with 
newsclippings or a screen with snap- 
shops or post cards. As a protection 
for painted and smooth-papered wall 
surfaces it has many uses in the 
nursery, kitchen and bathroom. 44 


hospital a medical equipment 


D A KADANCO INC 
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Doctors Aren’t Color-Blind . . . So says 
D. A. Kadan Co., maker of hospital 
and medical equipment, launching its 
first color catalog. Now physicians can 
have strata blue, Quaker gray or sea 
foam green to harmonize with office 
decor. 


Drop-Out Effects 
Shown in Folder 


An “Idea File” showing effects 
that can be achieved through drop- 
outs and surprinting is offered by 
Mask-O-Neg, New York. By using 
this method, the company states, 
artists and production men can 
visualize the finished illustration 
before the receipt of engravers’ or 
press proofs. Used in combination 
with old steel engravings supplied 
by Visual Discoveries, a cooperating 
subscription service, Mask-O-Neg 
opens up many unusual layout and 
design possibilities. 

The folder is available on request. 


For your copy 
Readers’ Servi 


Porous Paper Converts 
To ‘Chamois’ When Wet 


A specialty paper that can double 
as a chamois when wet is used in a 
sample folder prepared by C. H. 
Dexter & Sons Inc., Windsor Locks, 
Conn. “It will dry your car a hun- 
dred times or more,” the manufac- 
turer announces. It can also serve 
to clean kitchen appliances and to 
wash windows. The paper is sturdy 
and, of course, re-usable. 

Porous, absorbent papers with 
high strength, whether wet or dry, 
are among the specialties of the 
company. It also produces papers 
from natural, synthetic and glass 
fibers for packaging, filtration, satu- 
ration and insulation. 

After reading the folder, users 
can dip it into water and put it to 
work on their cleaning assignments. 
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THE ic of UMotiowy caTCHES HER EYE... 
Modern, Desiqn INVITES HER TO BUY! 


THIS IS THE CRUCIAL MOMENT ... the makers of General Electric Telechron clocks 
moment of decision. Will the customer say called on GARDNER to create this revolving 
“Yes” or “No”? All other phases of production display. They wanted the utmost in creative- 
and distribution merely lead up to this instant. ness and craftsmanship . . . and they knew 


That’s why “sales-power” is so important ina exactly where to go! Let GARDNER solve 
i , point-of-purchase display. That’s why the your exhibit problems. Mail coupon today. 


DISPLAYS Name 


GENTLEMEN: 

477 Melwood Street, Pittsburgh 13, Pa. Yes, | would like to know 
how 3-dimensional merchan- 
dising can increase my sales. 
Please send me your booklet. 
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NOWS...FOR THE FIRST TIME 
FLUORESCENT SCREEN COLORS 
THAT END THE FADING PROBLEM 


New Switzer Sunbonded DAY-GLO screen 
colors stay brighter longer than any 
other screen colors —fluorescent or not 


A new Switzer Brothers’ development—NEw 
Sunbonded Day-GLo—now makes possible 
fluorescent screening jobs with no fading 
. problem! New Sunbonded Day-GLo Screen 
Colors stay brighter longer than other screen 
colors—fluorescent or non-fluorescent. Out- 
doors, they last as long as the presentable life 
of the stock on which they are screened! 
Indoors, of course, they last indefinitely. 
And now genuine Sunbonded Day-GLo 


costs little, if any more, than imitations! 


So give your message the unrivalled impact of 
Day-GLo with the complete assurance of 
quality performance! To make sure of the best 
results, insist upon genuine NEW Sunbonded 
Day-GLo* Screen Color. 


*“Sunbonded” and “DAY-GLO” are Regis- 
tered Trade-marks for daylight fluorescent 
color products manufactured by or under 
license from Switzer Bros., Inc. 


SWITZER BROTHERS, INC 


4732 ST. CLAIR AVENUE 
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One of America’s leading color experts 
summarizes our present-day knowledge 
about color and its application to pack- 
aging, with a six-point checklist of ob- 
jectives in the design and color of a pack- 


age, to help you in your next package 
redesign. 


By Faber Birren 


There are times when choice of 
color doesn’t have to pay first 
tribute to human likes and dislikes. 
In certain forms of advertising, dis- 
plays, packages, store interiors and 
exteriors, the approach may be less 
personal and directed toward a fair- 
ly scientific exploitation of known 
human laws of vision. 


> The eye has different sensitivity 
under different conditions of illumi- 
nation. In the light-adapted eye, the 
spectrum is brightest at yellow and 
yellow-green. In the dark-adapted 
eye, the spectrum is brightest at 
blue-green, and red may fade out 
into blackness. In comparable 
fashion, the eye will have different 
acuity when its field of view is il- 
luminated by lights of different hue. 

Regarding the visibility of light 
sources, Luckiesh points out that 
yellow is the region of maximum 
selectivity, the brightest portion of 
the spectrum. It is without aberra- 
tion (that is, the eye normally 
focuses it perfectly), and it is psy- 
chologically pleasing. By experi- 
ment, Luckiesh also demonstrated 
that by filtering out blue and violet 
radiation in a mercury light (also, 
in a tungsten lamp) visual acuity 
remained practically constant, de- 
spite the reduced amount of light 
absorbed by the filter. This would 
mean that, as far as visual acuity 


This article has been taken from 
the author’s latest book, “Selling 
Color to People,” published by Uni- 
versity Books Inc., 404 Fourth Ave., 
New York. 


is concerned, yellow has definite ad- 
vantages. Sodium light, for example, 
is highly efficient, although its dis- 
tortion of colors makes it impossible 
for use under many circumstances. 

Ferree and Rand placed yellow 
illumination at the top of the list, 
orange-yellow second, followed by 
yellow-green and green. Deep red, 
blue, and violet were least desirable. 
Blue, in fact, is very difficult for 
the eye to focus and will cause ob- 
jects to appear blurred and sur- 
rounded by halos. 

Under extreme dark adaptation, 
however, the eye seems to have 
best acuity under red light. Red 
illumination has been widely used 
for instrument panels in airplanes, 
for control rooms on ships and sub- 
marines. It has little influence on 
the dark-adapted eye and is not, in 
fact, seen on the outer boundaries 
of the retina, where the cones are 
lacking. It is therefore suitable as 
a blackout illuminant and will fail 
to stimulate the eye except when 
its rays strike near the fovea. 


>» These facts have many practical 
applications. What are the _ best 
colors for sunglasses? What tint of 
paper is easiest on the eyes? What 
is the best quality of light for dis- 
playing merchandise? 

In the case of sunglasses, achro- 
matic gray, yellow and yellow-green 
are unquestionably best. These 
colors may not only increase visi- 
bility and acuity by cutting down 
the excess brilliance of full sunlight 
(which may overtax the retina) but 
they screen out the disturbing in- 
fluence of ultraviolet. In fact, on a 
sunny day yellow glasses may ac- 


rg $88 8884 £892 


tually improve vision and help the 
eye to pierce distance. On the other 
hand, however, and more for the 
sake of illusion and fancy, blue glass 
may “cool” the sunlit world and 
give the eyes a glamorous appear- 
ance. Consumers, incidentally, do 
not favor the idea of yellow-green, 
regardless of its scientific advan- 
tages. Far more are they taken by 
the proverbial rose-colored _ tint. 
And as sunglasses are designed es- 
sentially to reduce glare, the tint 
may well be at once flattering and 
functional (amber, pinkish, or 
bluish). 

As to paper stocks for books and 
ledgers, there is no evidence that 
the universal use of white is wrong. 
Here, contrast is necessary for good 
visibility. Any colors that reduce 
this contrast usually handicap the 
eye. Shiny papers are, of course, 
unwanted. However, colors other 
than white would, for the reasons 
given above, be limited to soft 
cream or ivory tones— certainly not 
including greens or blues. This con- 
clusion, of course, refers to visibil- 
ity, to ability to read. The factor of 
attention-value and emotional 
pleasure will be taken up later. 


» The study of light signals has re- 
vealed much about the carrying 
power of color. Granted that the 
brighter the source, the easier and 
further it will be seen, red is per- 
haps the best of signaling colors. 
It is easily produced, instantly rec- 
ognized, and plainly visible even at 
low intensities. Green is second, 
yellow third, and white fourth. Blue 
and purple are both difficult to see 
and to distinguish. In extremely 


Packaging & Labeling ¢ 81 





dim light, however, when the eye 
is fully dark-adapted, blue will be 
seen over a wider range of vision 
than will red. In fact, the rods of 
the eye, most active in dim light, 
may not see red at all. (The official 
blackout illuminant during the war 
was a soft orange. Instrument panels 
on airplanes, for night flying, are 
illuminated by red light.) These 
facts may seem contradictory. In 
most conditions of merchandising, 
however, dark-adapted eyes just do 
not exist and are, hence, of little 
concern. Therefore, red in a neon 
sign is one of the very best to use 
—quick to attract the eye, quick to 
be recognized, and easy to read. 


> When all colors are seen in the 
same light, however, the hue of 
highest visibility is yellow. Yellow, 
in a word, is the brightest and most 
luminous of colors. This accounts 
for the fact that the most legible of 
all color combinations is black on 
yellow. Next in order are green on 
white, red on white, blue on white, 
white on blue, with black on white 
sixth, and with the weaker com- 
binations being red on yellow, green 
on red, and red on green. (Com- 
binations of red and blue are too 
hopeless to include.) 

It must be kept in mind, however, 
that while white makes a_ good 
background, it lacks  attention- 
value. There is a difference between 
ease of seeing and eagerness to see. 
White or pale ivory may be ideal 
for a book; but for direct mail, a 
package, poster or display, the more 
exciting fascination of pure color 
seems demanded. 

One thing to remember is that 
the eye wearies of color if exposed 
too much and too long to it. Black 
on yellow makes an excellent poster. 
Yet in a book vivid yellow would 
soon grow trying. It would build 
up a strong after-image of blue, 
and it might also be emotionally 
monotonous, if not displeasing. 


> Red and yellow are the best at- 
tention getters, the one being ag- 
gressive, the other extremely bright 
and visible. They hold a never-fail- 
ing attraction to human eyes. The 
question might be raised, however, 
as to their relative appeal and 
beauty. The colors that people like 
best are not always the colors to 
which they will show the most ac- 
tive response. 

In attention-value, brilliant red- 
orange probably is more command- 
ing than any other hue. Next in 
importance would be such colors as 
yellow-orange, orange, yellow- 
green, pink. Attention-value _in- 
volves ability to startle the eye as 
well as to be seen clearly. 
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Fascinating studies in this field 
have been made by the Bureau of 
Medicine and Surgery of the U. S. 
Navy on the detectability of colors 
in air-sea rescue. Despite the high 
visibility of yellow, it is none too 
easily seen on water. From the air 
it may be confused with the bright- 
ness of whitecaps; from sea level 
it may be too close in value to the 
sky. Bright red, however, maintains 
good visibility while, at the same 
time, it persists in forcing itself up- 
on the human eye and brain. 


» Because the focus of the human 
eye is not the same for all hues, the 
colors of the spectrum will appear 
near or far, large or small, in con- 
sequence. Red, for example, focuses 
normally at a point behind the 
retina. To see it clearly, the lens 
of the eye grows fat (convex), pull- 
ing the color nearer and thus giv- 
ing it apparently larger size. Con- 
versely, blue is focused normally at 
a point in front of the retina, caus- 
ing the lens to flatten out and push 
the color back, 

Red, orange, and yellow usually 
form a sharp and clear image on 
the retina—even through distance 
and haze—while blue and _ violet 
tend to appear blurred. According 
to W. Allen Wallis, yellow is seen 
as the largest of colors, then white, 
then red, green, blue, with black 
smallest of all. A bright image also 
tends to “spread out” over the 
retina, just as a drop of water will 
creep over the fibers of blotting 
paper. Thus, bright colors appear 
large and warm colors appear near. 

These phenomena have practical 
application in posters and packages. 
Bigness is to be accentuated 
through the use of light, warm 
colors. Elements in a design meant 
to stand out with prominence should 
advisedly be red, orange, and yel- 
low—and, preferably, be set off 
against greenish, bluish, or purplish 
backgrounds of low value; for 
dimension in color increases from 
coolness to warmth, from darkness 
to brightness, and from grayness 
to purity. 


» It is a phenomenon of vision that 
the stimulation of any one color will 
bring forth an after-image of its 
complement. After looking at red, 
the eye will experience the sensa- 
tion of green; and after looking at 
green, it wil experience red. Other 
such pairs are to be found in yellow 
and blue, orange and _ turquoise, 
purple and yellow-green. 


When perfect opposites are 
utilized, one next the other, the 
effect is naturally exciting, for the 
after-images of the hues will en- 
hance each other. This will hold 


true when the areas are of rela- 
tively large size. If the two colors 
are at all confused or visually 
blended, an opposite result may 
take place, one color canceling the 
other. 

When two colors are not exact 
complements, both may appear 
slightly modified in aspect With red 
and yellow, for example, tue green 
after-image of the red may give 
the yellow a slight lemon tinge. 
Likewise, the blue after-image of 
the yellow may make the red 
purplish. 

It is also true that brightness will 
accentuate darkness, just as dark- 
ness will accentuate brightness. 
White looks whiter on black than 
it does on gray. Couple this illusion 
with that of the after-image and it 
is easy to appreciate how striking 
effects may be engineered through 
careful plan and formula. 


>» A good package is one that will 
sell on sight. With the tremendous 
growth of the self-service market, 
appearances become vital. This ap- 
plies not only to relatively simple 
products such as foods, but to ex- 
pensive things such as refrigerators 
and automobiles. The American 
yublic today has remarkable trust 
in the mechanical quality of na- 
tionally known products. In the 
technical sense all refrigerators and 
automobiles (to mention but two 
products) are acceptable. Therefore, 
the best-looking one is sure to at- 
tract most buyers. Indeed, the self- 
service technique has already been 
applied to home appliances. Con- 
sumers are invited to do their own 
looking—without the sales talk of 
a clerk—and to buy what suits them 
best. 

As this trend continues, the factor 
of appearance will naturally in- 
crease, and style will become one 
of the most potent of all sales tools. 


“Here’s one of our experimental 

packaging projects . .. The top is 

covered with an adhesive. Once the 

customer picks it up, he can’t lay it 
down!” 





To get back to packaging, how- | 
ever. In many respects science must | 
dominate emotion. In other words, | 
and whether the consumer “likes” 
it or not, the package must catch | 
her eye. Once this quality is | 
achieved, the item may be endowed | 
with all the grace and beauty of 
which the artist is capable. 


> Here is a practical check list of 
objectives in the design and color- 
ing of a package. The six points, if 
kept in mind in the order given, 
should aid in achieving an effective 
and profitable result. 


1. The first duty of the package is 
to command the eye. Here color 
is perhaps most vital. 


2. After it has caught the eye, the 
second duty of the package is to 
tell what it is and to establish its 
identity. Here typography and de- 
sign are important. 


3. The third duty is for the design 
and the color scheme to be ap- 
propriate to the product contained. 
What factors in design and color 
seem to lend themselves to a par- 
ticular item? 


4. The fourth duty of the package 
is to please the eye and the emo- 
tions. A_ startling package that 
catches the eye but fails later to 
please is not as good a package as 
is one that achieves both. 


5. The fifth duty of the package is 
to invite handling and further ex- 
amination. This is where neat de- 
tails count and where the customer 


is urged to open his or her pocket- 
book. 


6. The sixth duty of the package 
is to be well constructed, durable, 
and handy in use. 


> When the display itself is meant 
to be the cbject of attention, as in 
the case of a counter card or a win- 
dow setup, the problem of a color 
effect corresponds with that en- 
countered in packeging. Simplicity, 
high visibility, and attention-value 
—these are the requirements. 

Where, however, the display con- 
cerns the featuring of merchandise, 
different strategies may be required. 
In the concentration of visual in- 
terest there are a number of devices 
to employ: 


e Brightness against darkness. 
@ Warm color against cool color. 
e Pure color against gray color. 


® Detail and texture against filmi- | 
ness. 


Form against (or surrounded by) | 
plain space. 


All these contrasts may be applied | | 
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separately or together. Further in- 
terest may then be stimulated 
through careful choice of hue, keep- 
ing the primary color for the target 
area and letting the background 
blend out into subtle and softer 
tones, which lend atmosphere and 
introduce no major distraction. 44 


Skin-Packing Technique 
Benefits Small Products 


For the packaging of small, dura- 
ble goods, the Robert Gair Co., New 
York, has added “Skin Packaging,” 
a relatively new technique that of- 
fers substantial protection plus 
“see-through” customer appeal. 

In the technique, the product is 
placed on a sheet of finely perfo- 
rated boxboard and covered with 
a transparent plastic film. After the 
film is softened through the appli- 
cation of heat, a vacuum is created 
under the boxboard to draw the air 
from between the film and the 
board through the fine perforations. 

The film forms tightly around the 
products and against the surface of 
the boxboard which — with a spe- 
cial adhesive — forms a bond be- 
tween the film and the board. 

The result, according to the com- 
pany, is a package in which the 
product is not only well protected 
by the boxboard’s rigidity but is 
also enhanced at the point of sale 
by allowing customer inspection. 

The technique can be used in 
packaging a variety of products 
and some of the companies who 
have already adopted the skin 
packaging method include: 


e A. C. Gilbert Co. for packaging 
its “Magnetic Fun and Facts” game 
here, a variety of items are 
sealed against a boxboard back- 
ground of orange and black. Clearly 
visible, they are protected from 
pre-purchase handling. 


® Vadco Inc., for packaging its 
“Handy Hook” sets of household, 
space-saver hooks . . . sets of six 
to eight hooks and a like number 
of metal clamps are packed against 
clay-coated board with a printed 
design of red and gray giving 
prominence to the brand name. 


@ The Shelby Spring Hinge Co. for 
packaging its line of cabinets and 
screen door hinges, plus door fas- 
teners and drawer pulls. Each unit 
contains a complete set of screws. 
The products are sealed to rigid 
kraft board and identified with a 
yellow and maroon printed design. 

The Gair Co. supplies customers 
wishing to try the skin-packaging 
process with the boxboard and also 
gives assistance in the operation. 
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Gair’s boxboard for this tech- 
nique is. letterpress printed, coated 
with the plastic adhesive, and per- 
forated for the vacuum forming op- 
eration. The three types of thermo- 
plastic film suggested as most suit- 
able for the technique are cellulose 
acetate, acetate butyrate and some- 
what flexible vinyl. 

The average time for one opera- 
tion is reported to be within 15 to 
30 seconds and the number of skin 
packages in one operation depends 
on the number that will fit on a 
single sheet of board. The sheet 
size is dependent on the size of the 
vacuum forming machine which 
can measure as much as 36x38.” 

Giving protection plus point-of- 
purchase appeal, the skin packag- 
ing technique enables small items 
that were sold previously from open 
compartments or stapled to sheets 
of cardboard, to have a stable dis- 
play point with visual salability. 44 


Pretzels Get Precious 
Package Treatment 


To promote its Rold Gold Pretzels 
for Christmas gift sales, the Ameri- 
can Cone and Pretzel Co., St. Louis, 
is using packaging with that “Tif- 
fany” touch. 

Packed in an attractively litho- 
graphed large tin, each individual 
pretzel is wrapped in its own spe- 
cially designed foil bag which bears 
a clever, cartoon-type illustration. 
Printing is by Milprint. 

Each tin holds a variety of pretzel 
flavors including cheese, rye, beer, 
and butter. As an additional feature 
for gift appeal, the lid of the tin 
can be converted into a handsome 
tray, while the can — without the 
lid —- is a finished serving dish. 44 


Label Case Histories 
Contained in Folio 


A new portfolio issued by Allen 
Hollander Co., New York, contains 
15 actual case histories in which 
the company’s “Able-Stik” labels 
were used to solve a _ particular 
problem for the industrial concerns 
involved. 

Each case study tells the story 
behind the label and contains an 
illustration or actual sample of the 
pressure-sensitive label that was 
used in the particular merchandis- 
ing or manufacturing problem. 

Solutions presented in the case 
histories include: 
© How a toy manufacturer attained 
more eye appeal in less time for its 
“jet pilot” insignia 
@¢ How a company stepped-up the 
usefulness of its salesmens’ business 
cards 


_@ How a national airline gained 


greater speed _ in 
screening system 


its baggage- 


The inside covers of the Holland- 
er portfolio contain additional de- 
tails on the “Able-Stik” labels. 


For your copy circle No. 301 on the 
Readers’ Service Card inside back cover 


Safety-Plus Packaging . . . New packag- 
ing for Gruen wrist watches this year 
features factory-sealing for protection. 


Gruen Packages Watches 
In Factory-Sealed Cases 


Added emphasis on safety pack- 
aging of the product is seen this 
year in the new packages for Gruen 
wrist watches that are factory- 
sealed for protection. 

They are made of transparent 
polystyrene plastic produced by 
Catalin Corp. of America, New 
York, that enables complete cus- 
tomer inspection without the neces- 
sity of opening the package before 
purchasing. 

Point-of-purchase appeal is inten- 
sified through a “spotlighting” de- 
vice in the individual cylinder- 
shaped cases that have light-catch- 
ing concave tops and_ reflectors 
built into the base. 

The styrene screw-on base _ is 
wrapped in gold Mylar tape and 
“sealed” to the transparent cylin- 
der by a strip of gold foil that has 
a special adhesive on the back. 44 


Kraft Decks Out Spreads 
In Bright Aluminum Foil 


To dress up its new line of Party 
Snack cheese spreads, Kraft Foods 
Co. is using colorful 4 oz. aluminum 
containers. Made of rigid Alcoa 
wrap foil, the packages are designed 
to travel from the food store to the 
table. Unusual eye appeal is com- 
bined with ease of serving in these 
ribbed foil cups, which use a dif- 
ferent metallic color to identify each 
cheese spread, Six blends, each with 
a neufchatel cheese base, have been 
introduced—clams, bacon and 
horseradish, dates, onion soup, pi- 
mentos, and chives. 

Cups are produced by Basca Mfg. 





HANKSCRAFT 
DISPLAY MOTORS 


THE HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 


Sales Offices in these principal cities 
CHICAGO ¢ PHILADELPHIA * MINNEAPOLIS 
NEW YORK © DALLAS * TORONTO (Ontario) 

SAN FRANCISCO (Erlach Lee Company) 


Phenomenal Sales Success 


Parts of the Allstate Tune Up Kit 
can be seen but can not be pilfered 
from the transparent Butyrate 
pressure-formed cavity of this 
package made for Sears Roebuck & 
Co. The cavity is locked to a 
latex-sealed card which gives 


complete directions for use. 


Paver Package (ompany 
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SELL MORE CCoke* 


This pert miss is flagging 
plenty of consumer attention — 
and increasing home sales—as 
she reminds the consumer to 
take Coke home. This is just one 
of The Coca-Cola Company’s six, 
year-around interchangeable 
displays utilizing the 
Hankscraft standard 1240 
full-swing motor. You'll find 
many other famous names 

in action with low-cost, 
trouble-free Hankscraft 
display motors. They 

operate for weeks without 
attention —and on a 

single flashlight battery. 


th Ls 


The center pivoted motion 

piece of the girl holding 

signal flags operates in a 

full sweep, moving each 

flag approximately 150 

degrees. *Coke is the registered trademark 
of The Coca-Cola Company 


THE HANKSCRAFT COMPANY, Reedsburg, Wis. Dept. AR-12 


Please send me FREE magual on Hankscraft Display Motors. 


FREE BOOK! 16 pages of detailed 
information and drawings on 11 
basic Hankscraft models, special 
motor applications and free engi- 
neering service that will help you 


Name 


Company.... 


plan the most effective animation Street Address 


for your display. 


iss scicsseceiiienewnsscensecentsiniisniceiancideieaashiibadinaieds ..Zone. State........ 
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PUT MORE ACTION 
AND MOTION-POWER 


IN 1957 DISPLAYS ba | es ot. : 
i" @ eee 
= | as L y | agin sete 





from Kraft Foods Co. are packaged in 
4 oz. aluminum foil wrap in red, orange, 
green, yellow, gold or purple. 
Put animation plus in next year's sales boosting display. Specify Synchron's Super 
Hi-Torque Timing Motor, guaranteed to pull 30 in. oz. at 1 r.p.m. F : s 
A heavy-duty, low cost motor of super power designed for short duration jobs. Co., Indianapolis. The filling and 
Operates turntables, display wheels, rotating signs and other special motion displays. capping operation is performed in 
Powers award winners! | Kraft plants at Beaver Dam, Wis., 
SYNCHRON CLOCK MOVEMENTS and South Edmeston, N.Y. 


For sign clocks, novelty clocks, standard and office clocks. Split second accuracy | A hermetic seal with air-tight 
and long wearing construction, permanently lubricated. and liquid-tight protection is a fea- 


. ture of the package. This sealing 

Find ovt how Synchron can give your new displays more action power, can help | can be opened by the fingers with- 
increase sales and win top P.O.P. display honors. Write for free literature today. i : 

out any special device. The foil cap 


=~ is peeled off, then the under seal— 
‘Workhorse of the (ndustry' f | a foil-cardboard disc—is removed 
| by bending away the rim of the foil 
es e 1 

HANSEN MFG. CO., INC. Princeton 11, Indiana | > 
Besides the 4 oz. size used by 

Hansen Representatives i 
The Fromm Co., 5254 W. Madison St., Chicago, Ill. R. H. Winslow Assoc., 123 E. Kraft, 12 and 16 oz. sizes are now 

37th St., New York, N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los 


i 44 
Angeles 48, Cal. and 3907 Lyon Ave., Oakland, Cal. H. C. Johnson Agencies, Inc., being produced. 
Rochester, Buffalo, Syracuse, Binghamton, New York. 


+ «+ for more details circle 390, page 104 | Best ‘Squeezable’ Tube 


| To Get Package Award 


Among the awards to be pre- 
sented at the third American Pack- 
age Design Competition in Febru- 
ary 1957, a cash prize of $1,000 will 
be awarded by the Package Design- 
ers Council to the designer of the 
most outstanding collapsible metal 
tube entered in the PDC competi- 
tion. 

The award has been made avail- 
able by the Collapsible Tube Man- 
ufacturers Council, the official or- 
ganization of the 16 manufacturers 
of toothpaste-type ‘“squeezable” 
containers. 

The competition will also include 
the awarding of the PDC Gold 
Medal to the designer of the most 
distinguished entry in the entire 
show, another $1,000 award by Al- 
coa for the best aluminum packag- 
ing entry, and other awards to pre- 
sented in categories ranging from 
food to sporting goods packaging. 

All designers, product manufac- 
turers, packaging suppliers, adver- 
tising agencies and others con- 
write for Semple Book BYRON WESTON COMPANY | cerned with the design of mass- 
Address Dept. (AR) DALTON, MASSACHUSETTS ; : | produced packages are invited to 

enter the PDC competition. 
Additional information is avail- 
able from PDC Competition Head- 
quarters, 12 E. 32nd St., New York. 
. «+ for more details circle 446, page 104 44 
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Simulated Main Street . 


. . To give visitors a better idea of 
how the signs would look in actual use, various types were set 


Tips for Sigu Buyow 


Four recurring suggestions on the 
use of plastic dealer identification 
signs highlighted the program at the 
sixth annual sign clinic sponsored 
by Plasti-Line Inc., Knoxville sign 
manufacturer. The some 200 sign 
buyers who attended the three-day 
clinic heard the speakers emphasize 
these key points: 


1. Use signs as part of an integrated 
advertising program. 


2. Design for day viewing, as well 
as night. 


3. Buy signs for the additional ad- 
vantages they offer the buyer, 
rather than on the basis of initial 
cost. 


4. Don’t wait for lower prices and 
improvements signs aren’t per- 
fect, but they’re ready to do an 
effective job for you right now. 


While illuminated plastic signs 
are a relatively new development — 
coming into common use only dur- 
ing the past ten years — they have 
now reached a dominant position 
in the dealer identification field. 
Evidence of their importance was 
the attendance at the Plasti-Line 
clinic, which included top admen 
from many of the nation’s biggest 
companies. These sign buyers, along 


up along a road, with false-front stores lending an air of real- 
ity to the demonstration. Signs were wired for night use. 


The high points of the three-day clinic for sign buyers held 


by Plasti-line, which included speeches, plant visits, and 
inspection of a simulated, sign-lined Main Street. 


with AR, heard a number of experts 
explain the latest techniques in the 
manufacture and use of 
signs. 


plastic 


1. Use signs as part of an integrated 
advertising program. . . The use of 
trademarks or symbols in sign ad- 
vertising has been aided by the in- 
ternal illumination principle. This 
increased use of trademarks has 
been based more and more on an 
integrated program tying in all 
forms of company identification 
under the same symbol—advertis- 
ing, packaging, 
transportation. 
An important person in sign de- 
sign is the independent industrial 
designer, whose role has increased 
with the growth of such integrated 
programs. For example, V. L. Bro- 
phy, manager of marketing de- 
velopment, Sinclair Refining Co., 
New York, disclosed that Sinclair 
is testing a new symbol in Fort 
Wayne, Macon and Salt Lake City. 
Shapes, lettering, colors and sym- 
bols are being tested in a program 
called the Sinclair Unity of Design. 
When the testing has been com- 
pleted, with the aid of an industrial 
designer and a market research 
firm, the symbol finally selected will 
be used across the board—boats, 


communication, 


tanks, gas stations, pump globes, 
signs, roofs, letterheads, trucks. 

Brand identification has become 
more important as the speed of the 
traveling motorist, superhighways, 
clover-leaves and bypasses dictate 
some of the specifications for signs 
in the future. Clear, clean-cut 
trademarks uncluttered with dis- 
tracting features eliminates con- 
fusion of the potential customer 
barreling along at high speed. 

But there is no one clear, clean, 
shape or color of sign. Where one 
expert will say red is “the color,” 
another will prefer orange, white, 
or blue. Nowhere was this more 
evident than on Neyland Drive in 
Knoxville, where Plasti-Line had 
erected a 1,200-foot-long false-front 
shopping center as a sign clinic dis- 
play. 

There were the familiar red signs 
here and there, but the other-than- 
red users were the center of at- 
Gulf Oil’s 6’ disc, an 
orange, cantilevered sign; Standard 
of Indiana’s station-top flasher with 
5’ high blocks of blue Standard 
letters on a white background, and 
Pure Oil’s blue-on-white 8’ disc. 


traction 


2. Design for day viewing, as well 
as night. . .You must have a well- 
lighted nighttime sign, but if it is 
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MAJOR 
BUYING 
DECISIONS 


for 
materials and 
services used 


PRODUCTION 
PROMOTION 


MERCHANDISING — 


are made by 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


Advertising 
Requirements 


200 EAST ILLINOIS ST. + 


CHICAGO 11, Itt. 
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not equally good for daytime read- 
ability it’s inadequate. 

Since most buying is done in the 
daytime, the nighttime illuminated 
sign has to work for the daytime 
trade as well. While the situation is 
highly localized and varies between 
cities, spot checks by the National 
Retail Dry Goods Assn. showed ra- 
tio of purchases in two cities as 78% 
day, 22% night. The Bureau of 
Public Roads, Department of Com- 
merce indicated 69-31 in one case, 
73-27 in another, the latter for 
weekday travel. Other groups, such 
as the American Automobile Assn., 
Outdoor Advertising Inc., Automo- 
tive Safety Foundation, Eno Foun- 
dation for Traffic Research group 
around the 75-25 proportion. 

And the use of motion to attract 
attention is an important part of 
planning. Jack Sutphen of Time-O- 
Matic Inc., Danville, Ill., explained 
in a lighting demonstration that 
flashing light is motion. “A girl 
standing on the corner is not half 
as noticeable as Marilyn Monroe 
walking,” he said. 

But there is a limit to the motion 
craze. The 35’ Standard of Indiana 
sign, with flashing 5’ letters, “is in- 
creasing sales,” according to Jerry 
Vanek of Standard. However, he 
wonders, “How far do we have to 
go to compete?” 


3. Buy signs for the additional ad- 
vantages they offer the buyer, 
rather than on the basis of initial 
cost . . . Sign advertising is not in- 
expensive, but this is relative. The 
price of plastic has gone down dur- 
ing the past seven years, but metal 
prices have increased (both are 
used in illuminated signs). Elec- 
tricity is comparatively inexpensive, 
a nighttime sign will cost something 
but wouldn’t be used if it didn’t 
offer the user an additional advan- 
tage, profit. 

One problem oil companies and 
others have is how to underwrite 
the cost of a sign purchase. Stan- 
dard gives its signs to its dealers. 
But most other oil companies lease, 
rent or sell signs to their stations. 

Maintenance savings and the ad- 
vantages of physical properties in 
plastic were cited by Rohm & Haas, 
supplier of the plexiglas used by 
Plasti-Line. Translucent coloring 
backed by the over-all spread of 
fluorescent lamps increase over-all 
visibility. But some users have 
problems. R. F. Buchholz, Aetna 
Oil Co., Louisville, mentioned that 
“the small guy” is not equipped to 
clean, relamp and generally main- 
tain his lighted signs. “The upkeep 
of internally illuminated plastic 
signs, how to clean them, is a prob- 
lem with us,” he said. 





Close Inspection . 


. . Visiting sign buyers 
get good look at plastic signs during 
three day clinic. 


Many companies reportedly are 
devoting a greater percentage of 
their advertising budget to quantity 
illuminated signs, or a greater per- 
centage of their capital on such 
signs in relation to their advertis- 
ing budget, than they did seven 
years ago. Rohm & Haas figures 15- 
20% in some cases. 


4. Don’t wait for lower prices, bet- 
ter lighting, easier maintenance, 
smoother motors . Signs aren’t 
perfect, but major users experiment 
with them the best way possible— 
at the point-of-sale. 

Until recently, relatively few 
changes have been made on the in- 
ternal structure of signs. The prob- 
lem has been to produce plastic 
signs which were light in weight 
and attractive in appearance with 
the structural members available. 
But recently an aluminum double 
F extrusion has been developed to 
serve as part of the framework as 
well as the metal exterior. 

Lighting output is variable, con- 
trolled somewhat by location, trade- 
mark reproduced, and costs. But 
electrical parts manufacturers have 
improved light longevity and lumen 
output. A. L. Hart of General Elec- 
tric’s application engineering de- 
partment, lamp division, Cleveland, 
unveiled fluorescents with higher 
illumination, more color, greater 
lumen output. 

Forming techniques of plastics, 
once variable, have been improved 
for large signs. Actual field testing 
of these semi-spectaculars has 
helped sign engineers. As a result, 
a growing list of national advertis- 
ers display large signs at key loca- 
tions. They include Atlantic Refin- 
ing, Coca-Cola, Cities Service, 
Union Oil. 

Color requirements change with 
the evolution of color styling and 


design. Painted signs in illuminated 
plastic that do not fade, crack, chip 
or peel are an improvement. An- 
heuser-Busch’s Budweiser _ signs, 
lighted and vari-colored, are typ- 
ical. 

Motors to rotate the signs have 
not been perfected for all condi- 
tions, particularly in handling slip- 
page in high winds, but Frank Roe 
of Roe Mfg. Co., Seattle, told of 
experiments by the University of 
Washington applying the theory of 
aerodynamics to revolving signs. 
But, he warned, “We have to learn 
to stop driving signs into 40-mph. 
winds. You wouldn’t use a 10-ton 
truck to pick up a payroll!” 

The development of plastic signs 
is opening up new fields, both for 
the sign manufacturer and for the 
advertiser. Today, according to re- 
ports made at the clinic, of the 33 
oil cornspanies which have 1,000 or 
more dealer outlets, 30 include 
plastic signs in their dealer identifi- 
cation program. And similar cover- 
age has been reached, according to 
current claims, among beverage, 
appliance, tire and paint companies. 


44 


New Fluorescent Sign 
Changes Color 


A new indoor fluorescent sign that 
changes color has been introduced 
by Universal Displays, Chicago. 
Called “Coloramix,” the sign comes 
in two sizes. The 9x24” size has two 
20-watt lamps, the 18x21” 2 15-watt 
lamps. White, blue, yellow and pink 
lamps are available, while any 
colors can be printed on the face of 
the .060” plastic. 

Dimmers control each of the two 
lamps separately, giving a constant- 
ly changing color pattern. This is 
the first time, the manufacturers 
claim, that fluorescent dimming has 
been achieved without the use of an 
expensive and heavy transformer. 

A descriptive sheet is available. 


Posters Reflect Trend 
Of Aluminum Packaging 


With more and more manufactur- 
ers turning to aluminum for pack- 
aging, the Reynolds Aluminum Co. 
is testing its product on 24-sheet 
outdoor posters erected in Chicago 
by the General Outdoor Advertis- 
ing Co. 

The new posters employ alumi- 
num ink on Kromekote paper and 
feature the Reynolds Aluminum Co. 
emblem in the center surrounded 
by a plain aluminum field. 

Since the system involves dry 


posting of the sheets onto the out- 
door boards, the process is a 
“touchy” one, according to the com- 
pany. 

However, results have been con- 
sidered successful and the use of 
aluminum on outdoor posters is 
considered a necessity since Rey- 
nolds feels that sooner or later, 
companies using the material for 
packaging will want to show the 
packages on outdoor signs as they 
appear in the stores. «4 


Radio Assembly Line 
Set Up for Display 


Injecting novelty appeal into the 
sales promotion of its Baltimore 
store, Montgomery Ward & Co., set 
up a radio production line of its 
four-tube Airline radios. 

The assembly line display lasted 
four days and during this time store 
customers were able to observe the 
production process starting with the 
bare chassis through nine assem- 
bling steps to the final packaging. 

Approximately 200 sets were pro- 
duced each day the line was in op- 
eration and the publicly assembled 
sets were specially priced at $14.88 
for sets in brown cabinets and 
$15.88 for sets in pink or white cab- 
inets. 

Wards worked out the promotion 
with the Esquire Radio Corp., 
Brooklyn, which sent skilled 
workers to man the production line. 

Highly effective, Ward’s unique 
“action” display drew visits from 
schools, community groups, and was 
featured on local radio and _ tv 
shows. 44 


Sign Program Backed Up 
By Merchandising Help 


In order to get maximum return 
from a series of painted bulletins in 
the Minneapolis area promoting Old 
Home Cottage Cheese, the Naegele 
Advertising Co. has developed a pro- 
gram of merchandising the entire 
outdoor program to the retail dealers 
handling the product. 

A detailed brochure is used to urge 
prominent shelf-positioning by inde- 
pendent and chain stores carrying 
Old Home products. In addition, tim- 
ing of point-of-purchase material is 
planned to take greatest advantage 
of the 3-d semi-spectaculars which 
are installed, on a rotating basis, near 
large shopping centers. 

The cut-out of the cheese package 
is 24 long and 16’ high, while the 
housewife with the market basket is 
17’ high and 18’ long. 

The combination of the outdoor 
program and the merchandising ef- 
forts have had tremendous results.‘4 4 
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107° SEAMLESS 


BACKGROUND PAPER 
Your choice of 


27 Sunfast 
COLORS 


KY) mc) | eee Lele) mel is 


. for endless uses for location 
and in-plant black and white and 
color photography! FREE 


SWATCHES! 


112 years of 
paper research 
and merchandising 


BUTLER PAPER NEW YORK CORP. 
655 Madison Ave., New York 21,N_Y. 


Please rush me my FREE Swatches 
; of Butler’s Color Co-ordinated Sunfast 
1 Seamless, and the name of my nearest 
authorized distributor. AR 126 
1 NAME 


1 FIRM NAME _ 
! ADDRESS. 
__ ZONE__ STATE 
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Heres FINE TYPESETTING 


SET PHOTOGRAPHICALLY 


ee ct 





New Copy Trend . . . Following the 
trend of clever but brief copy on post- 
ers today, Cudahy Brothers, Milwaukee 


/ promotes wieners to. picnickers with 
CO e “‘More Fun On A Bun” slogan. 








Changeable Sign Boards 
Described in Folder 


A folder from Wagner Sign Serv- 
ice Inc., Chicago, gives full details 
and shows application illustrations 
of changeable letters and mounting 
equipment available from the com- 


pany. 

The example shown above is a Calling its folder “Don’t Buy a 
reproduction of typesetting set photographically Wagner Board, . . . unless you plan 
—directly onto photographic paper. to change your copy regularly,” the 


company emphasizes the fact that 
the boards should have copy 
changes at regular intervals. 

Ease of changing the letters is 
possible, according to the company, 


This method offers impressive economies be- 
cause the Fotosetter* machine operator may 
expose type characters at the rate of 480 a minute 
...8 a4 second ...by this method. 


When processed, this single remarkably sharp ner th i vere Farsi ga 
reproduction proof is smear resistant, smudge .| Hand," which can be handled by 
colitis nail diate one boy and eliminates the dan- 


gerous use of ladders. 

Illustrations in the folder show 
the Wagner Sign Boards in use by 
various types of business and point 


Economical, because the Warwick Fotosetter 


method of typesetting is fast and requires the 
minimum of handling. 


° tiv < ; ctive c , 
Investigate today. Let us show you how you out effective and ineffective copy 
. spacing, etc., on the boards. 
can cut your costs and still get fine typography. 
*Intertype Fotosetter ee Cc PY ~—_ _ a 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Ave. St. Louls 1, Mo. 


Outdoor Ad Service 
Provides Art Pool 


A new outdoor ad service that 
provides a nation-wide pool of 
. . » for more details circle 443, page 104 well-known artists to create and 

execute outdoor art and copy has 
; been organized by Howard Scott, 
leading outdoor poster artist. 

The new service is called “How- 
ard Scott Associates,’ and _ is 
equipped to carry through the out- 
door design job from start to finish. 
According to Mr. Scott, director of 
the new organization, this service 
not only opens up to the country’s 
advertisers art talent not before 
available but also helps to develop 
new talent in the outdoor art field. 

Services of the new organization 
are available to advertisers and 
their agencies exclusively through 
the 11 national sales offices and 
three art departments of Outdoor 
+ ++ for more details circle 402, page 104 Advertising Inc., New York. 44 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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obile Displays Pay Big Dividends 


The general manager of a maker of wooden kitchens tells why his company 


has turned to a display booth on wheels to cover widely-scattered 


shows, and gives some practical suggestions for those who want to try it. 


by Martin D. Siegel 
General Manager 
Texboro Cabinet Corp. 
Mineral Wells, Texas 


It’s hard to believe that just a few 
short months ago, the mere mention 
of home shows, building shows, or 
regional sales meetings could cause 
so many frowns in our organization. 
Today we don’t dread exhibits, we 
look forward to them with the an- 
ticipation of using them as a medi- 
um to show our wares. The reason 
we no longer regard the public ex- 
hibition of our products with con- 


sternation is that we have dis- 
covered mobile display units. 

Take a look at our problems on 
displays as they existed prior to our 
discovery of these mobile displays, 
and I think you'll have a better 
understanding of what these units 
can do to solve the perplexing 
problem of where and when to 
publicly display your products. 


>» Product exhibits cost firms with 
national distribution millions of 
dollars each year, not to mention 
countless headaches. Don’t take my 
word for this, just ask anyone who 


has had experience with trade 
shows. This situation is particularly 
true in the field of building mate- 
rials, because almost all communi- 
ties of any size have some sort of 
annual home show. Most of these 
shows are run by and for local 
architects, builders and designers 
who, in our case, are either actual 
or potential customers. Skip their 
show and they have no love for you 
or your products. Skipping a show 
may also mean the loss of local 
prestige to a competitor who does 
exhibit . . . And, of course, there is 
always the problem of members of 
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your own sales organization who 
invariably feel you are letting them 
down in a locality when you fail to 
exhibit. 

Last year the sales department 
of Texboro Cabinet Corp. spent 
hundreds of man hours — that 
should have been devoted to selling 

analyzing the merits of over a 
hundred different exhibits and 
shows, to determine if the exhibi- 
tion of our kitchens in each indi- 
vidual show was worth the time 
and effort. In most cases, the answer 
was no. 

The cost of erecting a mod- 
ern dream kitchen and then tearing 
it down, with everything but the 
built-ins a loss, made all but the 
major shows a losing proposition. 
No matter how sound our reason 
for skipping a particular show, the 
announcement would always bring 
an angry comment from some one 
who felt that as one of the world’s 
largest manufacturers of wood 
kitchens, we should be in the show. 


> This year, with the trend toward 
making the kitchen the new living 
area of the home, we decided we 
had to make every show we pos- 
sibly could, because our warm, 
colorful, factory-finished wood 
kitchens are enjoying a new found 
popularity, a popularity that is 
rapidly putting us ’way out in front 
of competition. In view of this we 
have expanded production facilities 
75°, and this expansion naturally 
calls for a lot more sales. 

Because we had to make more 
shows, we decided to go the mobile 
route. Our first try at a mobile dis- 
play, however, was discouraged be- 
fore it was completed by the very 
people who built the unit. What we 
originally attempted to do was to 
take one of: our huge trailer vans 
and convert it into a mobile kitchen 
display. 

The Hobbs Trailer Co., which 
designs and builds these huge 
freighters for us, discouraged the 
use of these vans as mobile exhibits. 
They pointed out that these units 
had been designed by them to haul 
a big payload of kitchens as eco- 
nomically as possible from factory 
to job site, and not to operate as a 
special mobile display. They sug- 
gested that it would be much better 
for us to use a mobile home frame 
and shell built into a mobile ex- 
hibit. The more we studied this idea 
the more appealing it became. Spe- 
cial display units built by mobile 
home manufacturers cost much less 
to buy and to operate than do huge 
freighters. 


> Before buying our first mobile dis- 
play unit, we shopped around 
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among various mobile home manu- 
facturers. This shopping time was, 
as later proved to be the case, edu- 
cation time. For our first experi- 
mental unit we purchased a _ 36’ 
unit. This unit has an exterior that 
is identical with a standard mobile 
home. We purchased this. unit 
stripped; that is, without room di- 
viders, etc. The interior was lined 
with %4” plywood. Only the ceiling 
and floor were factory-installed. 

Because the unit was _ stripped, 
however, it had to be engineered so 
that when our kitchens were in- 
stalled, the shell of the unit would 
be just as strong as a standard mo- 
bile home. A standard 36’ mobile 
home is surprisingly roomy inside. 
Take out all the partitions, etc., 
and you'll be amazed at the room 
available for display of your prod- 
ucts. 

After taking delivery on the new 
unit we installed four separate 
kitchen segments; placing one seg- 
ment along the wall on the front 
right hand side and one along the 
rear right side. The same was done 
along the left side. This makes each 
kitchen unit approximately 18’ long 
and nearly 3’ wide with ample 
aisle space between the two rows 
of kitchens. The display unit has 
both front and rear doors, so that 
foot traffic can flow in an orderly 
manner. Our original mobile display, 
as well as our second unit, is built 
on tandem axles or four wheels. 
This means easier towing, bigger 
weight capacity and greater sta- 
bility when crowded with specta- 
tors. 


> The interiors of these mobile dis- 
plays are easy to decorate, espe- 
cially if a home motif is desired. In 
our case, the interior of the unit is 
decorated to match the kitchens. 
Each kitchen consists of both wall 
and base cabinets of warm wood 
with plastic sink tops, bar top 








~~ Gack, 
ies 

“Well, | haven’t been given a strict- 
ly private office as yet. . .”’ 


ranges, eye level ovens, hoods, etc. 

Since the 36’ display features four 
kitchens, we evenly divided the 
ranges and ovens between gas and 
electric models. The four units also 
permit us to show not only four 
different color combinations fea- 
turing natural wood cabinets and 
natural wood combined with color- 
ful doors and panels, but different 
cabinet doors, such as the standard 
pull type, solid sliding panel and 
perforated sliding panel doors. The 
finish of the kitchens blends like a 
dream with the interior of the unit. 
Actually, the atmosphere gives 
prospects a lot better idea of how 
these kitchens will look in their 
own homes than does a _ standard 
open type display normally found 
in shows and exhibits. 


> Our first mobile display unit was 
publicly unveiled at a_ builders 
show held at the Shamrock Hotel 
in Houston, Texas. It immediately 
became the center of attraction. 
Parked outside the hotel, it stopped 
not only show traffic but street 
traffic as well. This method of dis- 
playing kitchens made good news- 
paper copy, even though it wasn’t 
exactly a brand new idea. It also 
made copy for trade journal editors 
and editors of several house organs 
who were attending the show. We 
feel the publicity gained at this one 
show alone paid for the exhibit. 

But the best was yet to come. Be- 
tween the publicity generated at 
the Houston Show and our sales 
force, requests started to pour in 
for appearances of the exhibit at 
shows all over the nation. In fact, 
at the end of two weeks it became 
very apparent that one mobile dis- 
play would not be able to cover all 
the shows that had requested its 
appearance, even though we planned 
to keep the display and a driver 
traveling twelve months a year. 

To assist the original unit we 
have just taken delivery on a new 
and smaller 20’ mobile display. This 
unit is being fitted with three kitch- 
ens and will be rotated in the field 
among our sales organization, prin- 
cipally for use at smaller shows, 
thus freeing the larger unit for the 
bigger shows. Both the 36’ model 
and the smaller, but equally attrac- 
tive, 20’ model can be towed by car. 
To tow the smaller unit the sales- 
men need only add a small attach- 
ment to their present hydraulic 
brake system, which costs less than 
$15. Hydraulic brakes are simple 
and offer maximum safety. 


> Traveling exhibits are relatively 
inexpensive. We estimate that each 
of our units, with complete displays, 
cost approximately $10,000. The ac- 





tual cost of the mobile unit is the 
smallest part of the cost, and there- 
fore we suggest that economy not 
be practiced in purchasing the mo- 
bile unit. 

The major portion of the cost 
is in equipping the unit, and if 
you start out with an original dis- 
play with a bargain price tag, it 
may cheapen the whole idea, espe- 
cially in view of the fact that the 
public will examine the.vehicle just 
as closely as they will your product. 
Any corner cutting on the unit may 
be directly reflected on your prod- 
uct. Cost of operating the mobile 
display units is nominal. There is 
no comparison between the cost of 
operating a mobile unit with a fixed 
display and the individual erection 
of displays all over the country. 

Maintenance is almost nil on mo- 
bile displays. The units will give 
not one or two years of good serv- 
ice but eight or ten with proper 
care. Mobile displays are ready to 
go into action a couple of hours 
after they arrive on location. A 
simple exterior wash job and a 
little interior house cleaning puts 
them in first class order. We esti- 
mate that the displays will need 
repainting and_ “refinishing after 
about one half million viewers or 
approximately a dozen shows. This 
rejuvenation is simple. Interiors and 
exteriors can be quickly renovated 
and new displays installed in about 
three days. 


>If you distribute products na- 
tionally, you are bound to have a 
lot of “exhibit” headaches. If you 
are plagued with this problem as 
we once were, I suggest you in- 
vestigate the use of mobile exhibits 
built by a mobile home manufac- 
turer. They are built for highway 
travel and they are roomy. Mobile 
home exteriors, for some reason or 
other, seem to have a lot of appeal 
for the masses. Put one in any 
crowd and you'll see what I mean. 
Maybe a lot of this appeal stems 
from the effective advertising cur- 
rently conducted by the Mobile 
Home Manufacturers Assn. on Dave 
Garroway’s tv show. 

In selecting a mobile home, be 
sure to order it from the factory 
with just the right equipment. In 
case you are undecided about 
equipment, leave the decision as to 
what should or shouldn’t be in the 
unit to the manufacturer. He has 
had years of experience and knows 
best. Be sure to order a tandem 
axle or four wheel model. These 
are the only ones to use as mobile 
displays. 

Above all, curb the desire 
to appear big by buying the biggest 
mobile display. In many cases, a 


small display can do the same job 
as a big display, and you won’t have 
to worry about conflicting state reg- 
ulations on the maximum lengths 
allowed on the highways. A ten foot 
wide model may be ideal for dis- 
play purposes, but stay away from 
ten foot widths, because many states 
will not give you a permit to haul 
them on the highways and those 
who do will restrict you to certain 
hours. The ideal choice is the 
standard 8’ wide model in lengths 
ranging from 20’ to a maximum of 
45’ . . . the smaller the better. 

By traveling 50,000 or more miles 
a year, we estimate our two present 
units will save us more than $50,000 
each year — not to mention the 
same number of headaches. We are 
towing one unit by car, the other 
by a new Chevrolet pick-up truck. 
The reason for the truck is that it 
gives us a work car at big shows. 

Lighting arrangements in mobile 
exhibits range from special six and 
twelve volt systems to standard 110 
and 220. No matter what your elec- 
trical requirements are, mobile dis- 
plays can furnish them. 


>In selecting and designing our 
units, we utilized the services of 
the Dave Hicks Co. of Grand 
Prairie, Tex., and Travelite Trail- 
er Co., 2720 Bryan Av., Fort Worth, 
Tex. These firms have many years 
of experience in building mobile 
home units, ranging from specialized 
oil field equipment to luxurious 
mobile apartments for foreign po- 
tentates. The names of other reli- 
able manufacturers may be _ ob- 
tained by writing the Mobile Home 
Manufacturers Assn., Chicago. 

Do mobile exhibits, built on mo- 
bile home frames, pay off? We at 
Texboro think so. This year the 
latest in Texboro colorful factory 
finished wood kitchens will be 
shown at more home shows, seen 
by more prospective buyers, ex- 
amined critically by more builders 
and architects, than previously be- 
lieved possible. We’re sold on shows 
— mobile shows, that is, and be- 
lieve there is no reason why they 
cannot be used with great success 
by national and regional manufac- 
turers to cover more trade shows 
and sales meetings. 44 


New Porcelainized Foil 
Offers Exhibit Ideas 


A new possibility for the lining 
or facing of exhibits has come on 
the market with the introduction of 
“Porcelainized Foil,’ an interesting 
merger of porcelain enamel on con- 
tinuous rolls of aluminum foil. 

The new material is available in 


| The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


Makes you-your product - 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS ¢ EXHIBITS 
IT’S FLAME-PROOF 


It’s versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 

It's striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 77” high, adjusts in 
width from 9’ to 1110”. 


It's long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 

It's easy to handle! 

Sets up in minutes, with- 

out tools. Repacks easily, 

Comes in attractive one- 

hand carrying case. 

Weighs only 37 lbs. 


It's flame-proof! Officially registered 


by the State of California; you can't 
inflame it with a blowtorch! 
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Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 
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matte, semi-matte or glossy finishes 
and a wide variety of colors. It can 
be applied to any surface for lami- 
nating and once applied can change 
ordinary wooden exhibit panels, 
counters, backdrops, etc. into color- 
ful metal panels. 

According to Alcoa, the porce- 
lainized foil won't crack or “craze” 
when applied even if it is rollea or 
bent around corners. It won’t chip 
even if hit with a hammer, but it 


se 


ve 


Animated Barker . . 


can be drilled, nailed, sawed, or 
cut with ordinary household scis- 
sors. 

Offering colorful exhibit possibil- 
ities, the material is unaffected by 
sun, wind, or rain and resists acids, 
salts, alkalies, etc. In addition, the 
colors will not fade. 

Additional information is avail- 
able. 

For your py ci N 302 


Sard inside back cover. 


. This 8’ figure uses motion and sound to attract visitors, young 


and old, into state fair exhibits for Butler Mfg. Co., and helps to set the theme for 
the display which is carried out by such units as the giraffe seen in the rear. 


For New Life in Exhibit 


Circus Theme Adds 
Coitor and Novelty 


There are two factors that help 
to build attendance at a state fair 
exhibit — motion and new products. 
When you have neither, you have 
to do something special to keep 
people coming into your exhibit 
space. This was the lesson learned 
by Butler Mfg. Co. after 15 years 
of steady participation in 
throughout the midwest. 

With local dealers handling their 
line of steel buildings and farm 
equipment, Butler salesmen found 
that. their participation in fairs gave 
them one of their few opportuni- 
ties to talk directly to the farmer- 
consumer who ultimately uses the 
products. 

As their product lines have 
grown, Butler increased its partici- 
pation in fairs. Last year, its ex- 
hibit included steel buildings, grain 


fairs 
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bins, grain handling equipment, 
stock watering tanks and feeding 
equipment, at a schedule that in- 
cluded nine state fairs. 

But although the exhibit had 
been growing in size, the number 
of visitors had not been growing 
accordingly. Attendance had been 
dwindling year by year. The static 
displays, consisting mostly of prod- 
ucts decorated with flags and signs, 
were simply not exciting. People 
flocked to exhibits with fun and 
action, like International Harvest- 
er’s tractors doing a square dance. 


> Butler took a look at its program, 
and decided that what it needed to 
attract farm families, who are at- 
tending the fair primarily for a 
good time, was a central theme with 
motion, sound and color, adding up 


to a feeling of fun. To do this, they 
settled on a circus theme, and used 
moving and talking circus clowns, 
animals and barkers to attract at- 
tention. Here are some of the spe- 
cific ways they worked into the ex- 
hibit: 


e At the entrance, an 8’ barker and 
a calliope used music and the tra- 
ditional circus spiel to attract fair 


visitors into the canvas-surrounded 
“Farmland Show.” 


e An elephant, with a moving 
trunk and a jet of air, talked about 
Butler grain bins with its forced 
air grain-drying equipment. 


e A 14 giraffe stood beside the 
high augers and elevators and 
pointed up the ways in which this 
equipment conquered heights. 


@ Inside a Butler steel building, a 
swinging trapeze artist pointed out 
that the buildings have post-free 
interiors and clear-span construc- 
tion. 


e A talking camel was developed 
to explain the special advantages of 
stock tanks. 


The idea was fine, but when 
Butler first started to discuss it 
with its display company, Ameri- 
can Displays, Kansas City, Mo., it 
found that the estimates were con- 
siderably higher than what it had 
paid for work at previous exhibits. 
The company’s total fair program 
had run over $50,000, and Butler 
didn’t want to go any higher. 


> A little deep thinking, however, 
turned up a number of ways of 
saving money. Instead of having the 
products lacquered and crated by 
an outside display company, Butler 
decided to do it in its own plant, 
using assembly line painting and 
crating methods. This cut $6,000 
from the budget. In addition, it was 
decided to drop the previous prac- 
tice of making a new set of display 
materials for each fair. Instead, a 
smaller number of display units 
was built, and they were shipped 
from fair to fair. As a result, the 
improved exhibit was accomplished 
at about the same total figure as 
the previous year. 

Damon Recording Studios, Kan- 
sas City, was given the job to de- 
velop and produce a series of sound 
mechanisms which would coordi- 
nate the sound in each figure by 
means of a timing device from a 
central record player and amplifier. 

The results of the new show have 
given additional proof to the old 
claim that there is nothing so old 
that it can’t be handled in a new 
way, with new excitement and pub- 
lic appeal. 44 
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Be Careful... It’s in Color 


Color television has its own quirks and peculiarities, according 
to a man who has been through the mill and is glad to give you 


the benefit of his experience with this unpredictable medium. 


By Howard W. Rapport 
Television Group Supervisor 
Tatham-Laird Inc. 

Chicago 


Color . . . C-O-L-O-R ... color. 
What a wonderful word is “color”! 
So simple to spell, so full of prom- 
ise, so meaningful every waking 
moment of our lives. Who hasn’t 
exclaimed over the colors in a sun- 
set — in a sunrise — and in a loved 
one’s eyes? Color, like love, helps 
the world go round! 

So it was bound to come round to 
television; and sometimes, I wish it 
had stayed up there in the sky 
where no one ever complained 
about the color scheme or wished to 
color-correct it — and where it 
didn’t cost advertising agencies a 
potful of gold. 

Yes, we have to color-correct in 
color television, and I am speaking 
now of products and packages! It 
seems strange, doesn’t it? Of course, 
we're all familiar with the need for 
color-correction in black and white 
television which in itself is another 
oddity, since in black and white tel- 


evision we are working in the ab- 
sence of color! But as I mentioned 
a moment ago, the need for color 
correction in color telecasting was 
our initial surprise. 

We used to think that when color 
television came, all this extra work 
and trouble would be over. We 
would take the client’s beautifully 
colored packages, place them before 
the cameras in a suitable, colorful 
setting and they would then be 
telecast in all their natural pristine 
beauty. Ah, but this wasn’t so! Let 
me give you a couple of examples. 


> One of our clients is General 
Mills, and one of the number of 
products we handle for them is Kix, 
the crispy, corn breakfast cereal. On 
radio and in black and white televi- 
sion, we always said at the close of 
our commercials, “Look for the big 
yellow box with the big blue letters, 
K-I-X!” Well, it was news to me 
that the big yellow box had to be 
sprayed with a darkening agent and 
the big blue letters had to be 
brought down in intensity so that it 
would photograph more naturally in 


color. We learned, of course, that 
like in black and white television, 
we must avoid extreme contrasts in 
color and the little white outline 
around the big blue letters on the 
big yellow box set up a vibration 
that was liable to make viewers 
dizzy. Therefore, we had to paint 
out the white outline that made the 
big blue letters so beautifully big. 

The Toni Company, another cli- 
ent of ours, whose product, White 
Rain Shampoo, we handle, could 
not be shown on color television in 
its virgin state which is pure white. 
We had to adulterate it with a little 
black because the white of the lo- 
tion shampoo would have been too 
great a contrast. 


> This matter of contrast is inter- 
esting, again, in an unusual way. It 
seems that, when the contrast is 
white, it has a tendency to darken, 
even blacken, the whole screen, and 
it is quite painful to see your color 
commercial suddenly turn a hideous 
black. This frightening experience 
happened to me when we were do- 
ing some of our first color casts for 
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Kix on “Ding Dong School.” At that 
time we spent four hours in re- 
hearsal, and at last the control room 
clock ticked off the seconds and we 
were on the air. The program began 
in very pleasant, if not exactly true, 
colors and was proceeding color- 
fully on its way until Miss Frances 
raised a sheet of white paper and 
everything went black. These are 
some of the problems that still exist. 


> Here’s another interesting exam- 
ple of the care necessary in setting 
up a commercial in color. During 
these same colorcasts, Miss Frances 
had brought along a number of 
dresses which she obligingly tried 
on and wore before the cameras. 
One of her dresses was navy blue 
with red piping along the edge of 
the sleeve. We all decided that this 
was the most attractive, the most 
suitable to our star, and the best 
background for our big yellow box 
of Kix when she held it on her lap. 

But in the cameras a strange 
thing happened. The little red pip- 
ing down Miss Frances’ sleeve off- 
set, got out of register and seemed 
to form a little independent red line 
of its own. So we had to settle for a 
kind of golden brown dress which 
was more analogous to our big yel- 
low box of Kix, but did not give us 
the definition we would have ob- 
tained had Miss Frances been able 
to wear her navy blue dress. 

Another example that might in- 
terest you is a table setting we once 
devised for this same product. We 
wished to show four separate dishes 
made of Kix and other ingredients, 
and we wished to show them in 
separate table settings. Therefore 
we arranged a turntable on which 
we had four different tablecloths 
wedge-shaped underneath four dif- 
ferent kinds and colors of china. It 
seemed, during rehearsal, that elec- 
tronically this happy arrangement 
was not digestible to the cameras, 
and the result was what literally 
would be called a “riot” of color. So 
we had to use only one neutral 
tablecloth and separate our four 
different settings by a line of ferns 
and carnations. This turned out to 
be effective, but perhaps a little 
more stagey than our original idea. 

The above few illustrations I have 
just mentioned are examples of the 
extra care and, ultimately, the 
knowledge required when telecast- 
ing in color. I am happy to say, and 
I am sure you've observed it in 
what I’ve just said, that color on 
television is flexible and adaptable 
to a degree. 


> In approaching color television, I 
think one of the most important 
requisites is taste — good taste. One 


96 + ar +* December 1956 





AlLan &, 





- and now, to fill a_ listener's 
request... 


should have a feeling for color, 
some knowledge of it and, of course, 
one dare not be color blind. As an 
example, your taste should tell you 
that a blonde looks better in a 
green dress than in a red one. A 
small, pale orange cushion would 
accentuate and colorfully decorate 
a dark blue couch. A slice of ham 
with raisin sauce will show up best 
on a pale blue plate. A patterned 
fabric should be simple to avoid 
vibrations or movement. 

It may sometimes be easier to get 
the color you want for a backdrop 
by throwing a colored light on a 
white cyc. The intensity of the light 
can be controlled and may give you 
something closer to the color you 
want than trying to find the right 
colored material. As you can see, 
there is room for loads of experi- 
mentation in color, if you have the 
time. But with camera rehearsals 
costing what they do, who has the 
money? 


> You might find it surprising that 
the color wheels you were forced to 
laboriously make in your early 
school years can now prove quite 
valuable to you. You will remember 
the primary colors, the secondary 
colors, the complementary colors, 
the analogous colors, and so on; and 
you will rapidly recall that a red 
light on a blue backdrop will cause 
it to turn purple and a green light 
on a yellow backdrop will cause it 
to turn yellow green. 

Of course, the advent of color in 
our electronic lives has naturally 
increased the costs. Where ordinari- 
ly it takes an artist to do a 16-frame 
storyboard in black and white four 
or five hours, it takes more than 
twice that long to render one in 
color. A time-saver is sometimes 
used, by doing only the first four or 
five frames in color and the rest in 
black and white. 

In selecting props, more time is 
spent because of the peculiar needs 
of color television. The same goes 


for choosing wardrobes, use of 
make-up, and camera _ rehearsal 
time. 

I might observe here that color 
doesn’t always help a product. For 
example, a chicken fricassee in 
black and white looks like a plate 
of gray goo — a plate of chicken 
fricassee in color looks like a plate 
of creamy colored goo. To get def- 
inition we have to do the same type 
of fudging up we do in black and 
white. 


> We at Tatham-Laird are enjoy- 
ing these color experiences two 
nights a week on the “Clint Youle 
Show,” sponsored by our client, 
Armour & Co. We are fortunate in 
that our packages are rather simply 
designed, and have quite a bit of 
red in them which photographs 
well. As a matter of fact, the color 
cameras seem to have an insatiable 
appetite for red, often making 
things look red that aren’t. This, of 
course, is due to the electronic tem- 
perament which is not always con- 
trollable. 

Care must be taken in over-all 
color schemes. If one color, like 
blue, for instance, is used in large 
areas, almost everything else on the 
screen will take on a tinge of blue. 
We are happy to say that in the 
“Clint Youle” color show our Ar- 
mour products come off with a 
great deal of appetite appeal and 
look colorful enough to eat. 


> In closing, I might say, that to 
date we have not heard from any 
clients’ wives objecting to the color 
of an actress’ dress or the furnish- 
ings of a set which, before color 
arrived, was kind of a little joke we 
had among ourselves. 

Color is the natural goal for this 
magic medium of television and we 
know that it will ultimately im- 
prove and as more sets are bought, 
we hope, because, we’re in the com- 
mercial end of it, color will sell 
more people. 44 


Paper Mate Commercial 
Teams Star and Series 


Fall tv commercial for Paper 
Mate Pens starred Joe E. Brown 
doing his famous baseball charac- 
terizations between deft sales pitch- 
es for the Capri model with the 
new Piggy-Back refill. 

Using all the rubbery grimaces 
and buffoonery which have made 
him famous, Mr. Brown enacted 
five different ball park characters 
starting with his classic portrayal 
of a hurler’s windup, to catcher, 
umpire, sportscaster and hot dog 
vendor. 


Authenticity was added to the 
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381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 
THE BEST OF HIS 
‘*SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is not 
normally in the business of pub- 
lishing books. But this book is a 
Hun- 
dreds of our readers—both 


“demand performance." 


agencies and advertisers—have 
been besieging us with requests 
for Jim Woolf's ‘“Salesense” 
articles in book form as a per- 
manent reference work. Hand- 
somely-printed and lavishly 
illustrated, this new volume is 
an exceptional value at $5.95 
including all postage and han- 
dling charges. QUANTITY DIS- 
COUNTS: 5 to 10, the price is 
$5 each; 11 to 25, $4.50; over 
25, $4 each. Mail coupon be- 
low. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 
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tv spots by filming them in Yankee 
Stadium. 

The commercials marked the first 
participation for Paper Mate in 
World Series advertising and they 
were reported to have an audience 
of over 80,000,000 viewers. a4 


Films by the Thousands 
Listed in TV Directory 


A “TV Film Program Directory” 
that lists an almost unbelievable 
number of films available for tv 
sponsorship has recently been re- 
leased by the Broadcast Information 
Bureau, New York. 

The directory covers every type 
of films produced for tv and a 
breakdown of actual numbers avail- 
able show the following figures in 
the separate categories: 


© 611 tv film series (all shot es- 
pecially for telecasting.) 


Dual Mounting 
‘‘Camtronic’’ 


monitors cuts production costs 30-50 % 


Combining Cameras 
Cuts Production Costs 


A new system for producing mo- 
tion pictures at lower cost has been 
devised by Fred A. Niles Produc- 
tions Inc, Based on the simultane- 
ous operation of an optical and an 
electronic camera, the system has 
been given the trade name of*Cam- 
tronic.” 

Both cameras are mounted on a 
specially designed plate, for which 
a patent has been applied. The plate 
is, in turn, mounted on a standard 
tripod or dolly. 

When action starts, the cameras 
capture the scene on film, while the 


® 5,835 theatrical features .. . these 
include 725 MGM, 754 Warner 
Bros., 742 RKO, 52 Twentieth Cen- 
tury-Fox, 39 United Artists and 104 
Columbia Pictures features. 


@ 103 Motion Picture Serials. 


® 6,172 Short Subjects . . . these in- 
clude 1,000 RKO, 1,400 Warner 
Bros. and 1,500 Paramount Pictures 
shorts. 


@ 2,737 Cartoons . 
234 Popeyes, 156 
Loony Tunes, 179 
cartoons and 451 
and-ink subjects. 


these include 
Terrytoons, 528 
Walter Lantz 


Paramount pen- 


@ 1,257 Western films. 


Based on statistics from all the 
stations on the air, the Broadcast 
Information Bureau that 
films are shown in a five-to-one 
ratio as compared to live telecasts. 

44 


reveals 


Optical and electronic cameras are mounted together in the 
system developed by Fred A. Niles Productions. 


Editing done via tv 


, according to the inventor 


tv cameras send their images to 
centrally-located monitors. As_ in 
live productions, the director indi- 
cates which camera he wants to 
use. A fourth ‘ton the air” monitor 
faces an Auricon 
whose _ film 


16mm 


acts as a 


camera, 
workprint 
guide in the final editing process. 

The plates hold standard Mitchell 
cameras, either 
without 


35mm _ or 
alterations. 


16mm, 
According to 
Mr. Niles, the system pares produc- 
tion costs from 30 to 50°;, due to 
simplified editing and_ laboratory 
processes, and a minimum produc- 
tion crew, The National Barn Dance 
program has been filmed with 
“Camtronic,” using Chicago’s Eighth 
Street Theater as a studio. 44 
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Together 


How an effective campaign enlisted the 


support of grocers to get maximum effect 


from a supermarket display and premium offer. 


. . . Letting the grocer earn a premium for him- 


self resulted in the display getting a good play in the store. 


By George Kraus 
Dir. of Sales Prom. & Merchandising, 


Erwin, Wasey & Co., 
Los Angeles 


We at Erwin, Wasey & Co. are 
strong believers in the concept that 
“advertising is selling.” 

Almost all of our merchandising 
people have a background of actual 
sales experience. You will often 
find them in the field—at super- 
markets, department stores, and the 
other retail outlets for the products 
we advertise. 

This helps them to effectively 
carry the theme of an advertising 
campaign directly to the point of 
sale. We feel it is essential to do 
this if such a campaign is to achieve 
maximum success. 

The retailer then can actually 
point to displays of the product and 
visual illustrations of a sales mes- 
sage he knows his customers have 
already been exposed to through 
other forms of advertising. 


> Probably the best way to illus- 
trate how we do this is to trace 
the case history of the merchandis- 
ing phase of a recent campaign de- 
veloped by our Los Angeles office. 
This campaign—for White King D 


detergent—was featured in the 11 
Western states during late Septem- 
ber of this year. 

Shortly after Erwin Wasey be- 
gan to work for Los Angeles Soap 
Co. last March, our office developed 
an “all family” approach to spot- 
light the all-purpose uses of its 
White King D. 


> Our copy department built onto 
this basic foundation, coming up 
with a fresh new slogan, “Blue 
Jeans Wash Power With Cashmere 
Gentleness.” 

The art department then busied 
itself developing layouts to visually 
incorporate the theme and slogan 
into advertisements for magazines, 
newspapers, and Sunday supple- 
ments. 

At the same time, our television 
and radio staff began to integrate 
the same message into spot com- 
mercials and longer copy for use 
in the “Sheriff of Cochise” tv 
series. 


>» Representatives of our sales pro- 
motion and merchandising depart- 
ment had taken part in the early 
White King plans meetings and 
more than a half dozen members of 
that department were already at 
work, seeking a point-of-sale dis- 


play which would accomplish two 
purposes: 


1. Tie in the display with the 
theme of all current White King D 
advertising. 


2. Provide a natural incentive for 
retailers to use the display and 
stock up on the product. 


Part of our answer was suggested 
when the art department developed 


Ad Elements Used . . . The basic theme, 
as used in newspaper space, was picked 
up for the point-of-sale displays. 
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hee eres 
FOR ANY LIFT OR PULL BORG-WARNER 


THAT SELL! 


Prentice Decals have bright, sun-resistant 
colors, and tough films that make application 
easy without waste. They stay on duty for 
years at Point-of-Sale—constantly carrying your 
message to your customers. 


Weather tests prove that Prentice Decals 
are practically permanent. And they are easy 
for your salesmen or dealers to apply. 


If you want decals that sell, write today for 
free estimates of your designs—or we will sub- 
mit sketches for your approval. 


Write Today Dept. A-12 
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116 East 32nd Street, New York 16, N.Y 
TT ee fie er PAE 


98 + ar + December 1956 








layouts featuring the entire family 
— either in person or as repre- 
sented by garments hanging to dry. 

One typical layout, for example, 
showed the entire family picnicking 
under a scarecrow draped with such 
laundry as mother’s sweater, 
father’s sports shirt, son’s blue 
jeans, and daughter’s dainty dress. 

We decided to take the two items 
of apparel symbolizing the cam- 
paign theme — blue jeans and 
cashmere sweaters — and also 
“hang them out to dry.” This time, 
however, we intended to do this in 
stores —- at the point-of-sale — in- 
stead of in printed media. 

The next step almost suggested 
itself. We made the decision to cen- 
ter our point-of-sale display around 
a portable rotary clothes dryer. 


> Everyone working on the account 
was quick to agree that this familiar 
and attractive washday item would 
be a natural attention-getter in su- 
permarkets and grocery stores; that 
it would provide an excellent op- 
portunity to carry through the blue 
jeans-cashmere theme; and that of- 
fering the clothes dryer to partici- 
pating retailers would encourage 
them to use the display. 

We arrranged to purchase a 
quantity of the 744’ poles with um- 
brella-like tops, stands for setting 
them up indoors, and clothes line. 

Our art department then designed 
the pattern for die-cut paper plac- 
ards in the shape of blue jeans and 
sweaters. The slogan, “Blue Jeans 
Wash Power” was stenciled on one, 
and “Cashmere Gentleness” on the 
other. 

Four sets of these placards, a 
supply of clothespins, and several 
empty White King D boxes were 
next added to each rotary clothes 
dryer to form a package. 

When assembled, the eye-catch- 
ing display took up approximately 
36x48” of store space. 

It featured a pyramid of White 
King D merchandise under the ro- 
tary clothes dryer. The blue jean 
and pink sweater cut-outs hung 
from the clothes line on all four 
sides, making their message visible 
from all parts of a store. Empty de- 
tergent boxes were also hung from 
the line to further visual impact. 


> Tear-off pads were added to each 
point-of-sale package, offering con- 
sumers the chance to buy a $19.95 
clothes dryer for $10 and several 
White King D box tops. Signs sug- 
gested that they fill in the order 
pads, then send them and the box 
tops and money to a post office box. 

It was also decided that retailers 
ordering a_ specified number of 
White King D cases would be given 


the attractive clothes dryer to keep 
after the campaign was over. This 
proved to be the incentive we were 
seeking to stimulate retailers to use 
the point-of-sale package and stock 
up on and display White King D. 
We tested the new display by 
demonstrating it before 15 man- 
agers of leading Los Angeles area 
grocery stores and recording their 
reactions and comments. Happily, 
their enthusiastic reception indi- 
cated that we had a “bell ringer.” 


> The first official introduction of 
the point-of-sale display was made 
before the annual meeting of White 
King district sales managers in Los 
Angeles June 23, 24 and 25. Mem- 
bers of our department demon- 
strated the ease with which it could 
be set up and explained all of the 
details of the advertising campaign. 

They were quick to point out that 
the entire display folded into a 
compact kit which could easily be 
carried from store to store by White 
King salesmen and set up in a mat- 
ter of minutes. 

This same information was later 
relayed to the entire White King 
sales force by Erwin Wasey repre- 
sentatives who demonstrated all 
facets of the display and campaign 
before a succession of regional sales 
meetings throughout the 11 Western 
states. 

Each salesman was allocated a 
number of the display units; in Au- 
gust White King salesmen began to 
line up stores which would use it. 


> Actual placement of the display 
was timed for September, however, 
to coincide with the beginning of 
advertising schedules featuring the 
same blue jeans-cashmere theme in 
full-color pages in Sunday supple- 
ments and regional magazines, 
black and white newspaper space, 
and tv and radio commercials. 

During the two weeks that the 
display was in actual use, members 
of our department made frequent 
visits to selected stores in many of 
the 11 Western states to record re- 
tailer and consumer reactions and 
make certain that the displays were 
employed for maximum effect. 

The reactions recorded during 
these field trips confirmed once 
again that the type of program 
which brings a sales message right 
to the consumer helps make adver- 
tising the valuable member of a 
company’s sales team that it is in- 
tended to be. 

By working together with our 
agency’s other creative depart- 
ments, the White King sales force, 
and the retailer, we feel that it was 
possible to prove again that “adver- 
tising is selling.” 44 
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Component Parts . . 


. Twelve separate pieces make up a three-dimensional paper 


sculpture, and are put together entirely with staples, using an assembly line technique. 


Staples Improve 
3-D Paper Displays 


U.S. Rubber Co., in putting to- 
gether a lightweight and inexpen- 
sive point-of-purchase display for 
its Koylon foam bedding, found that 
the easiest way was to use staples. 
The three-dimensional paper sculp- 
ture, which is made of a dezen sep- 
arate pieces, uses nothing but sta- 
ples for fastening together. Display 
Art Co., Mystic, Conn., produced 
the display. 

The feet, slippers and pom poms 
are stapled by a woman seated at 
an air driven, foot operated stapler. 
This completed part is then passed 
to a man who staples this to the 
back of the paper display with a 
stapler which is electrically driven 
and operated by foot. At another 
point in the assembly line, a woman 
is stapling hair ribbons to paper 
curls with an_ electrically-driven, 
touch-trip, automatic stapler. Sta- 


So es tg 
” uskoylon 
fodding 


CD eatnes tents met 
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Completed Figure . . . Lightweight and 
inexpensive, staples replace glue. 


pling pliers are used by other op- 
erators to attach the curls to the 
head and to fasten on the night- 
gown, hands, back and feet parts 
and story book to complete the unit 
All staplers are made by Bostitch. 

Charles G. Barrett, Display Art’s 
specialist in methods development 
claims that production has stepped 
up 100% each year since the sta- 
pling machines were _ introduced 
four years ago. They are easier and 
less messy than glue, he claims, and 
certain units can be bowed and 
formed with staples which wouldn’t 
hold with glue — increasing the de- 
sired three-dimensional effect. 44 


Soup Bar Meets Needs 
Of Working Women 


Going on the theory that a 
woman would rather shop than eat, 
Campbell’s Soups, in cooperation 
with Charm magazine, has de- 
veloped a “Soup Bar for Busy 
Business Women.” This is designed 
to be set up in department stores, in 
those sections most patronized by 
working women, to allow customers 
to eat in 15 minutes and shop con- 
veniently in the remaining 45 min- 
utes of their lunch hour. 

The simple menu is made up of 
individual cans of Campbell’s Soup, 
crackers, cheese or fruit for dessert, 
and a cup of coffee. This is easy to 
serve, low in calories, and can be 
sold at a substantial profit for 75c. 

According to Charm, this soup 
bar idea is just one more example 
of the new merchandising and mar- 
keting techniques that must be de- 
veloped to meet the way-of-life de- 
mands of the growing business- 
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iain ie ai == | woman market. This trend has 
| ° | | brought many allied, but non-com- 
This Fleet Completely Marked with | | petitive industries, together for mu- 
boa tual good — here, specifically, the 


food and department store union 
tte h erpro of spotlighted by this soup bar idea. 


ee NCW self-adhesive The magazine sees this as one 
4 3 Vi more tool in boosting the central 
Eee 7 aX vinyl sign material | business district drive against the 
3 a | i 
i 


suburban shopping center threat. It 

is aimed at what should be the 
downtown store’s captive audience 

i — the women who work downtown 
ee and can shop downtown five days a 
| week — if shopping is made con- 
venient and comfortable for them. 
Promotion of the idea has been 

done by Charm’s merchandising- 
promotion staff at its “capsule clin- 

ics” and through a clever die-cut 

Steffke Freight Co., Wausau, Wisconsin | folder, which uses a pop-up device 


Used FasCal For: | in the center fold to present a 
three-dimensional model of the 


Large "STEFFKE’ Letters | ‘Soup Bar. “4 


Destination Strip _ Point-of-Sale Floaters 


Described in Folder 
Serial Numbers : 

Information on point-of-purchase 
Door Panels | floating displays is available in an 
illustrated leaflet from designer 

completely weatherproof.-- up. Equipment back in action in | Pete Salvage, Chicago. 
FasCal signs look fresh as new after —_ seconds! | Called “Live Wires,” the displays 
a year or more! consist of a flexible wire and a rub- 


easy to apply. . . no water, glue | ber suction cup. The whole unit 
economical... no specialized ap- or activator needed. Just peel off stands 17%” high, and the printed 


plication labor needed. No lost time protective backing . . . press FasCal message is suspended from the top 
in preparation, drying time or clean sign into place. | of the wire. 
The suction cup at the base can 
Mail Coupon Today For More Facts About FasCal be attached to any smooth, non- 
porous surface. 
ee ee ee eee ee — Live Wires require only a 14%” 


space and can be attached to count- 
Fasson Products . 


me ers, cash registers, etc., or sus- 
Division of Avery Paper Company pended from ceiling attachments, 
260 Chester Street, Painesville, Ohio 


wall sides, etc. 
Full details for erection of the 
units are contained in the leaflet. 


Please send me FasCal samples, prices and descriptive 

literature. 

Fasson Products 
Division of Avery Paper Co. 
Sales Offices In: 

Boston Miami 

Chicago New York 
Cleveland Oakland, Calif. 
Detroit Philadelphia 


OO,  —— For your copy circle No. 314 on the 
Readers’ Service Card inside back cover 
Company 


Brochure Gives Details 
On Aluminum Stands 


Street 


City Zone —— State 


oe 
i siacsnlendespannsitisounidimeniieiaiad 


A wide variety of permanent, 

. «+ for more details circle 353, page 104 | point-of-purchase stands are de- 

scribed in an illustrated brochure 

CEIL-STICK PARA-STICK TWIN-STICK — Arlington Aluminum Co., De- 

All manufactured of aluminum, 

| the stands described include the 

PLASTIC DISPLAYS LOVE | Arlington Dual-Purpose racks, a 

. . “Hang ’N-Stick,” the clever Sponge Rubber pad that | — = 7) the display a 

PO ed i Tid gaan tes : - : ° a usually shaped items, a merchan- 

works twice as hard for you. Sticks your display sign to dius Gusher “eesek” « Sieteae 

display stand, and merchandise 

hangs it from a hook by means of attached knotted string. racks in both the double-faced and 

Real Cool. . . . Write to | enclosed styles, and a deep dish dis- 
play rack. 


i In addition to illustrations and 
ura © RUBBER PR ODUCTS CO specifications, the brochure includes 
609 W. Lake St. Chicago 6, Hl. various applications. 


For your copy circle No. 315 on the 
+ + + for mere details circle 376, page 104 | Readers’ Service Card inside back cover 


glass and tile with its special pressure sensitive adhesive or 
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Pofeudl Souret fo 


Services and Supplies 


Hand-Lettering 


¢ 
| o 


for hand lettering!” 


Rapid Film-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
MUrray Hill 8-2445 


*TO ANY SIZE YOU WANT! 
Order from Style Book AR—on request. 
Delivery anywhere in the U.S.A. 
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Engravings 


EXACT @ COLOR)M PIXuR COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


SEE FOR YOURSELF “SEE THE DIFFERENCE 
WRITE FOR SAMPLES 
AND PRICES 
STAFFORD ENGRAVING CO. 
229 N. PENN. ST. * INDIANAPOLIS 
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Color Slides 


35MM. COLOR SLIDE DUPLICATES 


91% cents each 
Made from any size original transparencies 
up to 4 by 5 inches. 


Samples. Free test run offer. 
Write 
WORLD IN COLOR PRODUCTIONS 
BOX 392-A, ELMIRA, N.Y. 
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To reach... 


Buyers who read 
and 
Readers who buy 

in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 








Specialties 


INVISIBLE INK BALL-POINT PEN KIT 


(Now you see it . . . now you don’t) 


New — Magic — Exclusive 
Tremendous Juvenile Appeal 


EXCELLENT XMAS GIVE-AWAY ITEM. 


WESTERN PEN CO., INC. 
10893 Venice Bivd., Los Angeles, Cal. 
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P.O.P. Display 


SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
long and short runs 
441 LEXINGTON AVE. NEW YORK 17 
MUrray Hill 7-1369 
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Stock Art 


= You can have 4000 proofs now—an 
—_\ 1000 new ones yearly Pay only to 
eee @ $2 each or have Un- 
limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advtsrs. Handbook #9 now ready— 
s 


7 send for License Form and samples. 
STIVERS STUDIO 


BOX 3684 * SAN FRANCISCO 19, CALIF. 


AND ILLUSTRATIONS © 
J FOR FAST LAYOUTS 
There’s nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 


Art. Free sample. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806N, Peoria, Illinois 
. . . for more details circle 412, page 104 


Help Wanted 


Advertising 
Production Manager 


Unusual opportunity available’ in 
Midwestern 4A Agency for man with 
solid agency background. Must be 
especially strong in typography and 
in handling mechanical processes in- 
cluding engravings and printing. If 
you qualify, send full details of back- 
ground, age, education, salary re- 
quirements. All replies confidential. 

Write Box 26 c/o Advertising Re- 
quirements, 200 E. Illinois St., Chi- 
cago 11, Ill. 





Signs 


VITRALUME SIGNS 


im Lifetime Porcelain Enamel 
Advertise — Identify 
any Size ... Shape... Colors 


PORCELAIN ENAMEL aT hia l de) 
3221 W. 30th St. * Chicago 23, ill 
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STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION REQUIRED 
BY THE ACT OF CONGRESS OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 (Title 39, 
United States Code, Section 233) 

Of Advertising Requirements published monthly 
at Chicago, Ill., for October 1, 1956. 


1. The names and addresses of the publisher 
editor, managing editor, and business man 
vers are 

Publisher . Crain, Jr 
Editor, Non 
Managing Editor, B. Konikow, 
Illinois 

Business Manager, ¢ B. Groomes, Chicago, 
Illinois 


1 


, Chicago, Illinois 


Chicago, 


The owner is: (if owned by a corporation 


its name and address must be stated and also 


immediately there 


inder the names and addresses 
; 


stockholders owntt iiding 1 percent or 


if 


more of total amount of stock. If not owned by 
a corporation, the names and iddi 
ndividual owners must be 


resses of the 
givei If owned by 
partnership or other unincorporated firm 
| as well as that of each in 
must be given.) 
ylications, Inc., 200 East Illi 
o 11, Illinots 
100 E. Illinois St., Chicago 
; G. R. Crain, 200 E. Illinois St., Chicago 
Ill.; S. R. Bernstein & A. B. Bernstein, 200 | 
Illinois St., Chicago, Ill.; O. L. Bruns & M. $ 
Bruns, 200 E. Illinois St., Chicago, IIl.; (¢ 
Groomes, 200 | Illinois St 
M. E. Crain & E. F. Crain, 7 
Chicago, Ill.; Estate of Jane ¢ 
Ill. Kenneth ¢ Cran 38 East 
York City; J. B. Miller and M 
S. Second Ave Maywood, Illinois 
and H. M. Rehm, 4308 Churchil 
Matthews, Ky.; G I 
Hamlin, Route ; 
Sanders »11 Barto 
Box 


» the Statemen 
affiant s f 


ircumstances and 


week 


CRAIN, JR 
Publisher 
Sworn to and subscribed before me this 7th 
day of September, 1 
(SEAL) Ethel C. Dostal 
(My commission expires May 11, 1960) 
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to products and services 


Following is a classified index of advertising appearing in this issue. For further infor- 
mation about any product or service, see the advertisements of the companies 
listed under it. Page numbers can be obtained from Index of Advertisers, page |04. 


Art & Photography 


Acrolite Products, In 

Barnes, Ha 

Brandt Corp., The 
ago Cardboard C 

Craftint Mfa. Ce 

Eastman Kodak C 

Flax Artists’ Materials 

Lacey-Luci Products C: 

Lewis Artist Supply Co. 

Major Photo Co 

Mark Specialty C 
ti-Ad Services, In 
r © Co 


Zeop Photo Service 


Art Supplies 


Acrolite Products, Inc. 
Chicago Cardboard Co. 
Craftint Mfg. Co., The 
Flax Artist Supply Co. 
Mark Specialty cS 
Weber C F 


Audio & Visual Aids 


slford Co., Inc. 


hartmakers, In 
D 


» File & Binder Co., Inc. 
Graphic Systems 

Harwald Co., Inc., The 
Oravisual C Inc. 

Radio Corporation of America 
Reminaton Rand 

Sloves Mechanical Binding Co 
Tel-A-Story, In 


Be 
Cc 
FI 


Background Papers 


Balloons 
P ser Rubber Co. 
Banners 


Hollywood Banners 


102 - ar * December 


In 


Binding Materials 


Belford Co., Inc. 

Bostitch 

Elbe File & Binder Co., Inc. 
General Binding Corp. 

Plastic Binding Corp. 

Remington Rand 

Sloves Mechanical Binding Co., Inc 
Tauber Plastics, Inc. 


Clipping Services 


Bacon's Clipping Bureau 
Burrelle's Press Clipping Bureau 


Coated Papers 


Cantine Co., The Martin 
Champion Paper & Fiber Co. 
West Virginia Pulp & Paper Co. 


Control Boards 
Graphic Systems 
Color Prints 
U. S. Color 
Copy Fitting Devices 
Haberule Co., The 
Cover Stock 
Hammermil! Paper Co 


Decals 


Avery Paper Co 


Screen Process Printing Co. 


Direct Advertising 


Letter Shop, Inc., The 


Directory of Associations 


Gale Resserch Co. 


Display Cartons 
Hinde & Dauch 

Display Drapes 
Hollywocd Banners 

Display Motors 


Hankscraft Co., The 
Hansen Manufacturing Co. 


Easels 

Oravisual Co., Inc. 
Envelopes 

Du-Plex Onvelope Corp. 


Exhibit Backgrounds 


Gibraltar Corrugated Paper Co. 
Exhibition Frames 

lvel Construction Corp. 
Film Processing 


Labcraft International Corp. 


Fluorescent Materials 


Radiant Color Co. 
Switzer Bros., Inc. 


Folding Paper Boxes 
National Folding Box Co. 
Gift Merchandise 


Schieffelin & Co. 
Seagram Distillers Co. 


Gravure Services 
Acme Gravure Services, Inc. 
Collins, Miller & Hutchings, Inc. 
Intaglio Service Corp. 
International Color Gravure, Inc. 


Imprinting 


Sersen's Imprinting, Inc. 
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advertised in 


Lettering Devices 
Varigraph Co., Inc. 


Letter Shops 


Letter Shop, Inc., The 
Offset Printing 


Rapid Copy Service, Inc. 


Packaging & Labeling 


Hinde & Dauch 
Kleen-Stik Products, Inc. 
Milprint, Inc. 

National Folding Box Co. 
Paper Package Co. 


Packaging Papers 
Thilmany Pulp & Paper Co. 
Paper 


Beckett Paper Co., The 
Butler Paper New York Corp. 
Cantine Co., The Martin 
Champion Paper & Fibre Co. 
Chillicothe Paper Co. 
Eastern Corp. 

Hammermil!l Paper Co. 
International Paper Co. 
Mead Corp., The 

Thilmany Pulp & Paper Co. 
West Virginia Pulp & Paper Co. 
Weston Co., Byron 


Paste-Up Type 
Presto Process Co. 


Photo Lettering 
Rapid Typographers, Inc. 


Photo Prints, Quantity 


Major Photo Co. 
Zepp Photo Service 


Photoengraving & Platemaking 


Acme Gravure Services, Inc. 
Collins, Miller & Hutchings, Inc. 
Dot Engravers, Inc. 

Dow Chemical Co., The 
Intaglio Service Corp. 


International Assoc. of Electrotypers and 
Stereotypers, Inc. 


this issue 


International Color Gravure, Inc. 
Reilly Electrotype Div. 
Stafford Engraving Co. 


Washington Photo Engraving Co. 


Photographic Materials 
Eastman Kodak Co. 
Plastic Plates 
Reilly Electrotype Division 
Post Cards, Color 


Dexter Press, Inc. 
Premiums & Specialties 


Pioneer Rubber Co., The 
Western Pen Co., Inc. 


Pressure sensitives 


Avery Paper Co. 

Durable Rubber Products Co. 
Kleen-Stik Products, Inc. 
Prentice Products Co. 


Printing 


Black Bex Collotype Studios. Inc. 
Carey Press Corp. 

Cuneo Press, Inc., The 

Dexter Press, Inc. 

Eureka Specialty Printing Co. 
M.F.A. Publishina Department 
Milprint, Inc. 

Rapid Copy Service, Inc. 


Projectors, Display 


Tel-A-Story, Inc. 


Projectors, Film 


Harwa!d Co., inc., The 


Radio Corporation of America 


Screen Process Inks 


Naz-Dar Cc 
Radiant Color 


Switzer Bros. 


Shows & Exhibits 


Gardner Displays 


Gibraltar Corrugated Paper Co 


Hollywood Banners 
lvel Construction Corp. 


Signs & Identification Materials 


Avery Paper Co. 

Grace Sign & Mfg. Co. 
Hollywood Banners 
Minnesota Mining & Mfg. Co. 
Plasti-Line, Inc. 

Porcelain Enamel Finishers 
Prentice Products Co. 
Radiant Color Co. 

Robertson Signs 

Switzer Bros., Inc 


Slides, Color Film 

World in Color Producticns 
Slide Films 

Chartmakers, Inc., The 


Spirit Duplicators 


General Binding Cecrp. 


Staplers 
Bostitch 

Stock art 
Barnes, Ha 
Multi-Ad Service 


Stivers Studio 
Volk Corp 


Stock Printed Materials 


Eureka Specialty Printing ¢ 


Typography 
Adv 


c 


ow 


Tel-A-Story, Inc. 
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The “key number” preceding the name of each advertiser listed below 

C59 advertisers corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 

or services offered by any AR advertiser, all you need do is to circle the 

number on the Readers’ Service card corresponding to the number shown in 

the index. The same numbers appear at the bottom of the advertisements. 


CUOURORSOCRRROEOOROREOEOREES eeeteeeeneencene PEUPEEEREEOEREET ERR OROREREDEREROTEOESOLEDERORORASERERSUEROREEEOERODEOR ORO EDEEORODEDEOCRREECESOROEREERUEOERERUEREREDEOOE OER ORORSORCCROOROREDEEOSECRCECCEORGEORUECUROREOROEEROREORORROEED 


Readers : , 
Page Service Advertiser 
Number 


Page 


COCECCEOOROESOCRUREOECOSOCGRRGOREORCEROOSOHOEED CUCUEOCECCECECURCEEDECOROOEOREOEUEECERURORRCEOCEOOECEROEOCERCECOROEOCEDEGUCOECUSOUOOCECEORGGOEROROREOROROOS 


Intertype Corporation Back Cover 
Ivel Construction Corporation 78 
Kleen-Stik Products, Inc. 12 
Labcraft International Corporation 90 
Lacey-Luci Products Co. 

Letter Shop Inc., The 41 
Lewis Artist Supply Co. 68 
Major Photo Co. 72 
Mark Specialty Co. 

Mead Paper Corporation 

Mergenthaler Linotype Co. 

M.F.A. Publishing Department 

Milprint, Inc. 

Minnesota Mining & Mfg. Co. 

Monsen-Chicago 33 
Multi-Ad Services 

National Folding Box Co. 83 
Naz-Dar Company 17 
Oravisual Company, Inc. 58 
Paper Package Co. 85 
Pioneer Rubber Company, Th 48 
Plasti-Line, Inc. Inside Back 
Plastic Binding Corp. . $5 
Porcelain Enamel Finishers 

Prentice Products Co. 98 
Presto Process Co. 64 
Radiant Color Co. 98 
Radio Corporation of America 9 
Rapid Copy Service, Inc. 72 
Rapid Typographers, Inc. 101 
Reilly Electrotype Company 35 
Remington Rand Division of Sperry Rand Cor- 
poration Inside Front Cover 
Robertsor 3ign Co. 89 
Screen Process Printing Co. 64 


Sculptural Promotions, Inc. 


Separon Company 73 
¢ 
re) 


Gardner Displays Company ersen’s Imprinting, Inc. 68 


1) Riz i sadist Sloves Mechanical Binding Co., Inc., 56 
1 Dinaing rporauon 
rrugated Paper Co. Stafford Engraving Co. 
sign & Mfg. Co. Stivers Studio 
Graphic Systems Switzer Bros., Inc. 
herule C The Tauber Plastics Inc. 
Haberul —— 
Hammermill Paper Company Tel-A-Story, Inc. 
Hankscraft Company, The Thilmany Pulp & Paper Company 
Hansen Mfg. Co., Inc. U S Color 
Harwald Company, The Varigraph Co., Inc. 
Hennessy Volk, Jr. Art Studio, Harry 
Hinde & Dauch Warwick Typographers, Inc. 
Hollywooa Banners Washington Photo Engraving Co. 
House of Seagram, The Weber Co., F. 


Intaglio Service Corporation West Virginia Pulp and Paper Co. 
International Assoc. of Electrotypers & Stereotypers, Western Pen Company, Inc. 

Inc Weston Company, Byron 
396 International Color World In Color Productions 


394 International Paper Company Zepp Photo Service 
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301/Circle on Readers’ Servic: 
Case History Folio 
. Allen Hollander Co. offers a portfolio 
containing 15 actual case histories in 
which the company's “Able-Stik’ labels 
solved a particular problem. (Page 84) 
302/Circle on Readers’ Service Card 
Porcelainized Foil 
. Alcoa Aluminum offers information on 
possibilities of porcelain enamel on 
foil rolls. (Page 93) 


303/Circle on Readers’ Service Card 
Fluorescent Colors 

. an eighth color has been 
the range of fluorescent colors 
to admen. All eight in the Radiant C 
series are illustrated in a swatch book. 


(Page 56) 


304/Circle on Readers’ Service Card 
“Tailored Words” 

a cold type composition service is 
only one of the facilities offered by Adver- 
tising Composition Inc., which has pre- 

a comprehensive summary of its 

1 is a vast selec- 


lisplay types. (Page 68) 
308 /Circle on Readers’ Service Card 


New Showings from Lanston 
sheets from 
Philadel- 
‘entury and 


(Page 68) 


306/Circle on | 
Stock Layouts 


1y 


(Page 68) 
307 


Lettering Templates 


\ list of 252 templat 


Graphic Presentations 
a booklet from 
analyzes the basic types 
ns, defines each type and suggests 


1pplications (Page 73) 
309/Circle on Reader sa eiglisiae Ciel 
Talkie Ad Scale 

talking ile that giv tape-record 


(Page 61) 


eT 


return 
hlicat 
4 aC 


mentioned on this f¢ 


| Advertising *: Readou 


y 


Requirements {| Swe 


* Send for these helpful selling tools 


310/Circle on Readers’ Service Card that lists the titles and exact running 
Shell Films times of all free, informational films avail- 
. a full color catalog from Shell Oil Co. able from the company. (Page 61) 
lescribes a variety of industrial films 
ny 314/Circle on Readers’ Service Card 
available to organizations on a free loan a - 
ce Live-Wire Flotes 
basis. (Page 61) ; 
. - » Designer Pete Salvage offers an illus- 
+ : “ : oe ™ 
311/Circle on Readers’ Service Card oe leaflet oe) “ a of gio 7 
D int-of- 
Color Overlays plays at point-of-purchase. (Page 
Samples and descriptive sheets of 315/Circle on Readers’ Service Card 
this method of transferring line art in Aluminum Stands 
color to acetate are available from Graph- . . . information on a line of aluminum, 
ic Arts Workshop, Chicago. (Page 72D) point-of-purchase stands is available in an 
illustrated brochure from Arlington Alu- 
minum Co. (Page 100) 


316/Circle on Readers’ Service Card 


312/Circle on Readers’ Service Card 
“Sound-O-Grams” 
. details and samples on a direct mail 
vs ype oe Tilt-Top Layout Table 
piece that speaks the advertising : ; , 
. . » Details on an inexpensive, adjustable 
message, are available from Cinex Mfg. a ’ 
a (P 61) layout and stripping table are available 
oO. age ; ; 
8 from Zarkin Machine Co. (Page 34) 
313/Circle on Readers’ Service Card 
TV “Time-Table” 
. . Association Films Inc. offers a folder 


317/Circle on Readers’ Service Card 
Wagner Sign Boards 
. a folder from Wagner Sign Service 


* Please print or type information below 


Name Title 


Company. Products 
Address 


*® Please send me the following: 


Items mentioned in editorial columns: 301 302 303 304 305 306 307 308 309 310 
311 312 313 314 315 316 317 318 319 320 321 322 323 324 325 326 327 328 329 330 


More details from AR advertisers: 351 352 353 354 355 356 357 358 359 360 361 362 
363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 381 382 
383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 401 402 
403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 421 422 


423 424 425 426 427 428 429 430 431 432 433 434 435 436 437 438 439 440 441 442 
443 444 445 446 447 448 449 450 


* Note: Inquiries for items listed not serviced beyond March 15, 1957 


Postage No 
Will Be Paid Postage Stamp 


Necessary 
by If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 
First Class Permit No. 85. Sec. 14.9, P. L. 6 R.. Chicage. I. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 





3 ‘ 
| RE | Advertising |} Reade 


Requirements | Svwime 


*% Send for these helpful selling tools 


changeable letters and mounting equip ‘Whiter’ Whites gloss label paper, Super-Cote, and lists 
ment available (Page 90) . . @ folder from Ticonderoga mill, part special advantages of its use. (Page 80) 


of International Paper Co., shows im- 325/Circl is a 
‘ / reie on neoacers woervice ara 
318/Circle on Readers’ Service Card proved white text and cover stock plus a . 


Colramix Dimming Sign variety of other colors, in laid and wove Caamete-Lihe veges ae 
. A descriptive sheet from Universal inishes. (Page 78) so ™ sample folder som C. H. Dexter & 
Displays gives specifications on an indoor Sons ine. Windsor Locks, Conn., contoina 
fluorescent sign that uses dimmers to pre 322/Circle on Readers’ Service Card a specialty | ean gnan that converts into a 
sent a changing color pattern. (Page 89) Folder on Foil cleaning cloth when wet (Page 80) 
. . The Gummed Products Co. offers a 
319/Circle on Readers’ Service Card folder showing 11 
TV Release Service papers and boards suitable for packaging, ; 
. + - Derus Media Service offers information displays, gift wrapping, etc. (Page 78) and surprinting effects, combined with the 
on the possibility of tailoring press re use of old prints, is offered by Mask-O- 
leases for tv commentators. (Page 28) ee — Service Card ae Bae Yosk (Page 80) 
untie que Wove 
320/Circle on Readers’ Service Card . @ folder from Northwest Paper Co. 327/Circle on Readers’ Service Card 
Mead Portfolio contains color samples of the company’s Fragrance Process 
. “Colorful as a Rainbow” portfolio from Mountie Antique Wove stock. (Page 80) . . information on a process tha 
Mead Corp. demonstrates variety of ap direct mail to be scented with anything 
plication and color possibilities for the 324/Circle on Readers’ Service Card from peach to | is available from the 
company’s Wheelwright Spotlight Cover Super-Cote Sample Fragrance Process Co. (Page 40) 


Inc., gives details and illustrations of 321/Circle on Readers’ Service Card Corp. contains a sample of its new high 


32G6/Circle on Readers’ Service Card 
laminated aluminum Mask-O-Neg Folder 


m "Idea File” on in 


- an nteresting drop-out 


t enables 


a folder from Rossofti Lithograph 
. 328/Circle on Readers’ 
DA Market Research 
the results of a direct mail marketing 
research program conducted in Kalama 
No x booklet 
(Page 42) 
If Mailed in the = 
United States 329/Circle o 1k S 
Persona! Management Kit 
tion and samples 


BUSINESS REPLY CARD 
First Class Permit Ne. 95. Bec. 34.9, P. L. & B., Chicago, IIL 


ment Kit that helps busy e) : 
rid of problems and peopl (Page 41) 
330/Circle ade 

Readers’ Service Dept. — — 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


—— ] rvailable for 


vertising specialt (Page 50) 


331/Circle 
Gift Guide 


1 catalog from 


Renders’ | * Please print of type information below 
seve mmm 
Dept. 7 


Products { 
4412 City & Zone 


aper Cutter 


~~ 


| 
| | 
ga 


(Page 72D) 
& Please send me the followiz3: 


items mentioned in editorial columns: 301 302 303 304 305 306 307 308 309 310 Transichrome Process 
311 312 313 314 315 316 317 318 319 320 321 322 323 324 325 326 327 328 329 330 nf ttion 

331 332 333 

More details from AR advertisers: 351 352 353 354 355 356 357 358 359 360 361 362 | wrencies for displays or exhil i f 
363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 381 382 fered by Ti chror % (Page 72D) 
383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 401 402 4 

403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 421 422 

423 424 425 426 427 428 429 430 431 432 433 434 435 436 437 438 439 440 441 442 Use thess 
443 444 445 446 447 448 449 450 


nverting 


ids 


wtianc 


or public 


: mentioned on this pace 
%* Note: Inquiries for items listed not serviced beyond March 15, 1957 





... IN THIS SHOPPING CENTER? 


Each year, it is our pleasure to welcome to Knoxville many of 


the leading advertisers and their agencies who attend the Plasti-Line 
Sign Clinic. The three-day event is actually a mammoth exchange 
of ideas, resulting in more effective use of illuminated outdoor signs. 

The shopping center? It’s only “skin deep” . . . built on a three- 
acre tract as a realistic backdrop to this year’s Plasti-Line Sign Clinic. 
It featured the signs of some of the nation’s leading marketers who 


are our valued customers. 


construction 


. for more details circle 418, page 104 





Are miserable repros a problem? 


FOTOSETTER composition eliminates the problem. 


Did you ever see photocomposition used for: 


Ad Mechanicals 
Annual Reports 
Catalogs 

Car Cards 
Calendars 

Direct Mail Pieces 
Displays 

Flyers 

Forms 

House Organs 
Instruction Manuals 
Letterheads 
Newspaper Ads 
Packages 

Posters 
Presentations 
Television Slides and Film 
Visual Aid Charts 
Window Displays 


Miserable type repros hold up many big jobs. Why 
don’t you contact the Fotosetter user who can provide 
you with the best in quality as well as the most flexible 
and advanced way to set clean, sharp type in any size 
... to fit any layout. Fotosetter composition is 
s smearproof, needle-sharp as a repro on photographic 
é paper or on film, negative or positive, left or right 


2 Sf reading, ready for platemaking without retouching. 
MLL if 4, J Try this new and better way to set type. 


Intertype Corporation 


360 Furman Street, Brooklyn 1, New York 
Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co., Ltd., Toronto, 


Montreal, Winnipeg, Vancouver, Halifax 


Fotosetter is a registered trademark— Fotosetter Century Schoolbook and Futura 


- for more details circle 398, page 104 





